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St. Laurent Says 
‘Canada Won't Back 


Deplore 2nd Class Down on Tax Issue 


Mail Rate Boost 


$2,000,000 Hike Equals 
‘RD’ Profit, Says Cole; 
Smith Denies Subsidy 


WASHINGTON, 


TorONTO, March 29—Prime Min- 
ister Louis St. Laurent indicated 
|today that the Canadian govern- 
ment intends to stand pat on its 
decision to press for a 20% tax 
on Canadian editions of U.S. mag- 
azines. 

He 
| optimism 


thus scotched widespread 
that the tax dispute 


March 27—A; Would be ironed out during the 


spokesman for the Reader’s Digest | White Sulphur Springs meeting of 


told the House post office commit- | President Eisenhower, Prime Min- | 


tee today that the Digest may have | ister St. Laurent and Mexican 
to abandon its historic 25¢ news-|President Ruiz Cortines, from 
stand price if Congress goes along | Which the prime minister has just 
with Postmaster General Arthur|Teturned. 
Summerfield’s $406,500,000 postal| The tax dispute reportedly was 
rate increase bill. |placed on the American Big Three 
A. L. Cole, the Digest’s general parley agenda for discussion, but 
business manager, said rates are| not for settlement. Prime Minister 
sure to go up some time. When|St- Laurent said that both Presi- 
they do, the Digest will have to | dent Eisenhower and Secretary of 
consider a 35¢ newsstand price and| State John Dulles had expressed 


an increase in subscription rates fear that the tax might impede 
from $3 to $4. the free flow of information across 


While he insisted the Digest is; the U.S.-Canadian border, but he 
unwilling to plead poverty, he said said he replied that “the tax was 
under questioning that it has never |Not as represented to them.” 
made 3% on sales in recent years. | He added that neither President 
He revealed domestic sales are now Eisenhower nor Mr. Dulles had 
around $50,000,000 a year, and! formally requested that the tax 
overseas sales $30,000,000. be abandoned. 

“Except for 1955,” he told the) 
committee, Reader’s Digest profits # In the Canadian House of Com- 
have been less than $2,000,000 for'mons the tax has stirred up a 
the past five years. |political hornet’s nest, with Prime 

Minister St. Laurent’s Liberal par- 
® When Rep. Tom Murray (D.,'ty coming under heavy fire from 
Tenn.) asked what profits were in| the Progressive Conservative party. 
1955, when Reader’s Digest ac-| Michael Starr (PC, Ont.) has 


* =. 
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The new Peanut Butter 
that MELTS in your mouth 


| Me hand 0 rove Poses MITER 
Facts Wer prrewseants (ret was! oy stn vows” 
Prraat Mtr ag hme 


ow AFT — 
(NEW OLD STANDBY—Newspaper ads | 
| like this will run in Wichita and 
| Mobile 
new Jif. (Story on Page 71.) 


Electro-Motive 
Account Moves 
to Marsteller 


Cuicaco, March 29—Kudner 
Agency, New York, which has han- 
dled advertising for General Mo- 
tors’ Electro-Motive division since | 
1937, will step aside next June 1. 

Its successor will be an indus- 
trial agency—Marsteller, Rickard, 
Gebhardt & Reed. Marsteller was 


chosen after a long and arduous 
search for a new agency in which | 


<sse- Advertiser Is ‘Victim’ of 


Net Rules,SenatorsTold 


KTTV’s Moore Warns 
‘Must-Buy,’ Option Rule 
Are ‘Illegal’ Practices 


WASHINGTON, March 27—The op- 
erator of a successful non-affiliated 
tv station warned today that net- 
works control so much station time 
that advertisers are at their mercy, 
and independent program pro- 


‘Pickpocket Pitch’... 


‘One-Eyed Cult’ 
in Advertising 


Jones of MacManus, John 
Also Questions TV’s Use 
for Cars, Hard Goods 


PITTSBURGH, March 29—‘“Pick-| 


pocket” practices in the advertising 
business were lambasted here to- 
night by Ernest Jones, president of 
MacManus, John & Adams. 

Mr. Jones assailed what he 
called “the one-eyed school of ad- 
vertising,” explaining that he was 
not being critical of the originator 


cepted advertising for the first 
time, Mr. Cole answered, “1955 was 
not in the profit area. It was in the 
loss area. I know this will shock 
you.” 

He testified that Reader’s Di- 
gest’s postal bill in 1955 for all 

(Continued on Page 67) 


charged the tax is a clear-cut in- 
fringement of both free trade and 
free press. He said the tax labeled 
Canadians as small-minded, pa- 
‘rochial people who are afraid 
of importing ideas, particularly 
American. He asked Finance Min- 
(Continued on Page 67) 


TV Ads in Network-Less Canada Lack 
Flexibility, Broadcasters Are Told 


Toronto, March 28—Techniques 
of selling radio and television held 
the spotlight at the annual conven- 
tion of the Canadian Assn. of Radio 
& Television Broadcasters which 
wound up here today. 

Arranged as a series of clinics, 
with speeches and question-and- 
answer periods following, radio 
and tv sessions were held concur- 
rently, and with heavy emphasis 
on local selling—since networking 
is still an exclusive province of 
Canadian Broadcasting Corp. 


® Donald S. Frost, vp and adver- 
tising director of Bristol-Myers 
Co., New York, told the station op- 
erators how his company employs 
spot television, although he em- 
phasized that B-M is basically a 
network advertiser. In Canada 
Bristol-Myers alternates as sponsor 
with Singer Sewing Machine Co. 
on “Four Star Playhouse,” the 
same _ sponsorship arrangement 


used in the States. It also sponsors 
“Alfred Hitchcock Presents,” and 
uses Arthur Godfrey, Garry Moore 
and the “Mickey Mouse Club” on 
daytime tv. 

The drug company uses spots in 
these situations: 


1. Testing new products. 

2. Supporting national tv opera- 
tion (special shows are bought on 
lthe West Coast where Godfrey’s 
lrating, largely due to a bad time 
spot, sags). 

3. Where product situations re- 
quire a local approach. (Laxative 
}use per capita is much higher in 
the South and Southwest “prob- 
ably because of the famous over- 
rated southern cooking,” and tv 
spots are used extensively.) 


|® 4. In saturation programs, where 
| the company has decided it is bet- 
ter to sell hard in selected markets 
than to leave the job solely to na- 
tional media. 

5. For short-term buys, when 
unexpected funds are available. 

6. In support of products with a 


in summer. 

In general, the company feels 
that an eight-second ID is not 
| good, that it needs station breaks 


buys syndicated film shows, and 
(Continued on Page 70) 


17 Chicago agencies were inter- of the trend (apparently David 


viewed. 
Several weeks ago the field was 
/narrowed to four finalists (AA, 
|March 19). The account went to 
the Chicago office of Marsteller 
after each of the four was given a 
careful reappraisal. 

Supervisor on the new account 
will be A. W. Cowles, a vp whose 


locomotive marketing at General 


ment with American Locomotive 
Co. to help merchandise that com- 
pany’s diesel-electrics. 

In making the change, Electro- 
Motive emphasized that Kudner 
has done a “beautiful job for us.” 
However, it said, it wanted an 
agency situated near to its subur- 
ban Chicago headquarters. 

The Electro-Motive division 

(Continued on Page 71) 


| Ogilvy and the man in the Hatha- 


ducers are being squeezed out of 
business. 
| Richard Moore, president of 
'KTTV, Los Angeles, said that 
FCC’s option time rules give net- 
works such a tight hold over prime 
time in most markets that syndica- 
tors and advertisers are unable to 
deal directly with stations with as- 
surance that they will be protected 
from pre-emption by the networks. 
Moreover, because of network 
“must-buy” policies, advertisers 
are compelled to clear through net- 
works, even though better time pe- 
riods and more favorable rates 


for Procter & Gamble’s | Agency Head Hits | may be available on non-affiliated 


stations in many markets, he said. 


|® In a lengthy appearance before 
‘the Senate commerce committee 
yesterday, and again at a closed- 
door meeting with the FCC’s net- 
| work investigating staff today, Mr. 
Moore said the option time rule 
and network “must-buy” policies 
are illegal and contrary to the 
public interest because: 

| 1. They restrict affiliates from 
'exercising their own judgment in 
programming. 

2. They restrict the opportunity 
for advertisers, large and small, to 
utilize television on a freely com- 
| petitive basis. 

3. They prevent creative talent 
from presenting their efforts on the 
air. 

4. They prevent unaffiliated sta- 
;tions from presenting the finest 
| programs. 


| way shirt) but rather those “well) 


| back of this ground-breaking crea- 
| tivity”—people “about as original 
/as a third carbon.” 

Mr. Jones told the Pittsburgh 
| Council of the American Assn. of 
| Advertising Agencies that “practi- 
|tioners of the one-eyed cult” pro- 


(Continued on Page 8) 


Electric Co. GE had an arrange- | 


|® Mr. Moore insisted that he is not 
‘seeking access to network pro- 
grams, but is interested chiefly be- 
_cause his survival depends on “the 
elimination of restrictive arrange- 
ments imposed by networks on 
their affiliated stations and on ad- 


background includes five years of | quce advertising “for its own sake | vertisers, which have the effect of 


(Continued on-Page 67) 


‘Support Grows for Meat Growers’ Ad 
Program to Eat Up the Farm Surplus 


Des Mornes, March 29—A live- 
stock-producer-supported program 
for “eating our way” out of farm 
‘surpluses by building meat con- 
‘sumption is gathering strength— 
and some opposition—in the farm 


Last Minute News Flashes 


Hotpoint Names Needham, Louis for TV Sets 


Cuicaco, March 30—Needham, Louis & Brorby has been appointed 


to handle all advertising for the new television receiver department of 
Hotpoint Co. Hotpoint plans to introduce its tv sets July 1, expects 
to sell more than 100,000 this year. Maxon Inc. will continue to do con- 


| 


sumer advertising for the GE division’s other products. 


Compton Gets Chesebrough-Pond's Products 

| New York, March 30—Chesebrough-Pond’s has decided on Compton 
seasonal sales pattern—like cold| Advertising to handle several new products that are competitive with 
remedies in winter and deodorants | some now at J. Walter Thompson Co. and McCann-Erickson, current 
Chesebrough agencies (AA, March 26). 


R&R Gets Serta Account from Bozell & Jacobs 


| CuHicaco, March 30—Serta Associates, a group of 44 mattress manu- 


| Chicago, is the former agency. 


|of 20-second to one-minute dura-! facturers in the U. S., Canada and Hawaii, has appointed Ruthrauff & 
tion, and it will buy them day or| Ryan to handle its advertising, effective today. Plans for the account, 
night depending on the product. It | estimated at about $1,000,000, will be announced later. Bozell & Jacobs, 


(Additional News Flashes on Page 71) 


| belt states. 

Essentially the plan calls for a 
massive consumer advertising and 
public relations program supported 
by a per-head assessment on cat- 
tle, hogs and sheep. (The sheep 
growers already have a similar 
scheme in operation; it is govern- 
ment-subsidized, however.) 

The proposed ad program— 
which could reach $10,000,000 a 
year—has strong political backing 
in the shape of two midwest Re- 
publican governors—Leo Hoegh of 
Iowa and Victor E. Anderson of 
Nebraska. Gov. Hoegh first voiced 
support for such a plan at a Re- 
publican governors’ conference last 
fall, at about the same time he was 
setting up an Iowa Farm Products 
Committee to advise on ideas for 
easing the farm problem. Then two 
months ago the plan got serious 
attention at a meeting called by 
Gov. Anderson to set up a similar 
committee in Nebraska. 


} 
| 


s At that meeting (AA, Jan. 16) 

it was suggested that the plan 

might involve a $23,600,000-a-year 
(Continued on Page 8) 
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NBC Reclassifies 
Religious Shows 
as Sponsorable 


New Yorx«, March 28—The Na- 
tional Broadcasting Co. has lifted 
its long-standing ban against the 
sale of time to religious groups. 
Previously this company’s policy | 
has been to carry religious broad- | 
casts free as a public service. 

First to join the network’s spon- | 
sor list is the Billy Graham Evan- 
gelistic Assn., which will move the 
“Hour of Decision” to NBC Radio 
from Mutual effective April 22. In 
addition, Rev. Graham, who has| 
had a two-network spread for some 
time, will continue to be heard on 
ABC Radio. Walter F. Bennett & 
Co., Chicago, handles advertising 
for the evangelist. 

NBC, which has been studying 
the matter for a couple of years, 
reclassified religious groups in the 
acceptable-for-sponsorship catego- 
ry after polling the network’s af- 
filiates. 

The majority of the stations— 
some of which were already carry- 
ing Mr. Graham anyway—were in 
favor of accepting the “Hour of 
Decision.” Some time ago, WTAM, 
the then NBC-owned radio station 
in Cleveland, sold time to the 
Trinity Episcopal Church. 


® NBC’s action leaves CBS the 
sole network holdout against the 
growing trend to view religious or- 
ganizations as an important source 
of revenue for radio and tv. 

Ten of Mutual’s 38 current spon- 
sors fall in this category. Of 25 
hours sold on ABC Radio, 4% 
hours are religious-sponsored, a 
fact which is certainly well known 
to NBC Radio boss Charles T. 
Ayres, who formerly headed ABC’s 
radio network. 

First indications are that, having 
lowered the bars, NBC will be in 
there pitching for this kind of 
business—provided the services 
concerned meet the network’s con- 
tinuity standards. 

At press time the network was 
negotiating with the Lutheran 
Laymen’s League for a program. 
The league airs the “Lutheran 


Hour” on Mutual. Before the ink 
was dry on the Billy Graham con- 
tract, NBC’s New York station, | 
WRCA, had sold the Calvary Bap- | 
tist Church time to carry its Sun-| 
day morning service. Calvary serv- 
ices have been presented on) 
WMGM for 25 years and are ex-| 
pected to continue to be heard on | 
that independent station. 


Mink Stole’s a Steal 
‘N.Y. Times’ Ad 
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‘SAY IT’ BY PHONE—This Bell System 
ad in Telegraph Delivery Spirit 
urges florists to promote their out- 
of-town order service by offering 
to speed the orders by telephone. 


Bell System Urges 
Flower Buyers to 
‘Say It' by Phone 


Cuicaco, March 28—The Bell 
Telephone System (American Tel- 
ephone & Telegraph Co.) has 
launched a nationwide campaign 
to get florists to send more of their 
inter-city flower orders by tele- 
phone. Bell’s promotion theme is, 
“We speed your flowers by tele- 
phone,” and it’s expected to stir 
up business for florists as well as 
for the phone system. 

Bell’s “market” is the estimated 
15,000 florists throughout the 
country who belong to either the 
Florists’ Telegraph Delivery Assn. 
or the Telegraph Delivery Service, 
the two florist networks that han- 
dle out-of-town flower orders. 
While the word “telegraph” ap- 
pears in both titles, apparently 
neither the FTDA nor the TDS is 
wedded to exclusive use of tele- 
graph for transmitting orders. 
Florists in both services have, in 
fact, been sending many of their 

(Continued on Page 69) 


Marshall-Wells Sets 
Doubled Ad Push to 
Hike Hardware Sales 


DututH, MInN., March 27—A 
doubled advertising budget within 
18 months was predicted for Mar- 
shall-Wells Co., hardware whole- 
saler here, by the company’s new 


J. Sobiloff. 

Two other predictions—made 
before independent retail hard- 
ware store owners at the com- 
pany’s recent sales conventions in 


Knomark Broadens 
‘Little Girl’ Push 
forEsquire Polish » 


BROOKLYN, March 27—Knomark 
Mfg. Co. has scheduled expanded 
use of newspapers, trade magazines 
and transportation media in its 
spring campaign for Esquire shoe 
polishes. 

Six metropolitan newspapers in 
six markets will carry weekly 500- 
line insertions in two colors and 
170-line b&w ads. Four-color sin- 


* gle-sheet posters will be displayed 


in New York, Chicago and Boston 


» subway and elevated stations. 


Trade advertising will appear in 
26 business papers in the shoe, 


shoe repair, food, variety and drug 


store fields. 

| The current Esquire campaign 
|on “Masquerade Party” (ABC-TV) 
will be continued through the 
spring, and insertions appeared in 
| the March and April Good House- 
| keeping, April Parents’ Magazine 
‘and American Journal of Nursing. 
Additional insertions have been 
scheduled for the July Parents’ 
and Journal of Nursing. 


® The little-girl-in-daddy’s-shoes | 
used in past campaigns again is 
| featured. This season’s headline is, 
|“If I were in your shoes, I’d lano- 
lize them with Esquire boot polish.” 

A special campaign on Esquire 
Lanol White shows the little girl 
in her mother’s dress and high- 
heeled white shoes, with the head- 
| ing, “It’s child’s play to keep white | 
shoes white.” 

Emil Mogul Co., New York, is 
the agency. 


$16 Billion Market... | 
Exposition Hails — 
Negro’s Progress, 


Purchasing Power 


New York, March 27—The Ex- 
position of Progress, the first con- 
|sumer products show dedicated to 
\'the Negro, opened an eight-day 
stand here Sunday, paying some- 
what more tribute to the Negro’s 
$16 billion pocketbook than to his 
91 years of progress. 

The 12 “cultural and education- 
al” exhibits were considerably out- 
numbered by the 150 consumer 
displays which demonstrated the 
virtues of nearly $1,000,000 worth 
of manufactured goods, ranging 
from gold-plated cars to artificial 


|president and board chairman, H. | ¢jowers. 


| Continuous entertainment from 
2 to 10 p.m. daily included Carib- 
bean and African dances and mu- 
sic, fashion shows, beauty, hypnotic 


/and mind-reading demonstrations, | 


New York, March 29—Mink | Minneapolis and Portland, Ore.—| choir contests and a cooking lec- 


stoles and: scarves, for all too short | 
a time yesterday, were no luxury. | 


indicated sizable expansion plans. 


The predictions were (1) a 


ture. 


SHOESHINE GIRL—Esquire shoe pol- 
ish’s familiar child model will 
again be featured this spring in 
subway posters like this one, as 
well as newspapers, magazines, 
business papers and “Masquerade 
Party” (ABC-TV). Emil Mogul 
Co., New York, is handling. 


Teamsters Union 


‘Sponsors Seattle 


Baseball Telecasts 


SEATTLE, March 27—The West- 
ern Conference of Teamsters, rep- 
resenting more than 400,000 union 
members in 11 western states, will 
sponsor a portion of Seattle base- 
ball games on KTVW this year. 

“This is the first time in the 


|short history of television that a 


group of unions enters the base- 
ball broadcasting field as an active 
sponsor,” said Frank Brewster, 
conference president. 

“We have been watching this 
medium closely and this program 


will serve as a pilot for future ef-| 


forts on the part of the teamsters 
along the Pacific Coast and the 
Rocky Mountain area.” 


® The sponsorship will be used 
entirely for community service, 
with five one-minute spot an- 
nouncements in each game given 
to public service agencies. The 
time was purchased through How 
J. Ryan & Son. 

In explaining the community 
service participation, Mr. Brew- 
ster said that all civic and chari- 
table agencies within the broad- 


casting range of KTVW will be in- | 


vited to air their appeals for as- 
sistance. If the program goes off 
as well as is hoped, it is expected 
that additional advertising, with 
emphasis on tv, will be undertaken 
by the union elsewhere on the Pa- 
cific Coast. 


(GE Promotes Cross 

| Hershner Cross, former general 
| manager of the distribution assem- 
|blies department of General Elec- 


At the price advertised in The /doubled sales volume—$200,000,-|# In promotion material for the tric Co., Plainville, Conn., has been 
New York Times by Blooming-|000 by 1960—and (2) a 33% in-|show, it was pointed out that the appointed manager of the market- 


dale’s, the average housewife 
could have bought them in as- 
sorted colors without hubby bat- 
ting an eyelash. The advertised 
price was $5.50. 

The Times ad read: “Easter per- 
fection in Umpa and Emba mink 
...Make your Easter selection 
from our collection priced at a 
low $5.50.” The colors were adver- 
tised as breath-taking. 

Bloomingdale’s was besieged by 
calls—‘‘some legitimate, others hu- 
morous.” Many women came to 
the store, but the price mirage was 
soon dispelled. No one was able to 
buy at the advertised figure. 

The Times today carried the cor- 
rected ad. The price was back to 
$550. 


Ernest Heyn Named VP 
Ernest V. Heyn, editor of The 
American Weekly since 1951, has 


been appointed a vp. 


? : a , 
iro ge Reg er oe 5 a eR act as 
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|erease in the number of affiliated | 


‘stores, from the present 750 to 1,- 
000. 

To pave the way for this growth, 
Marshall-Wells has developed a 
consumer advertising program, 
headed by Frederick J. Nelson, 
newly-appointed ad manager and 
| formerly merchandising manager 
'of the Gazette, Billings, Mont. 
| 
|@ The company has embarked on 
a 40-week program using key-city 
|newspapers and radio and tv to 
supplement direct mail advertising 
throughout its 13-state area (from 
upper Michigan to the West Coast). 
Seven broadsides are mailed an- 
nually to almost 1,000,000 families. 

Mr. Nelson described the pro- 


with media and coverage tailored 
to give local selling results to the 
independently-owned Marshall- 
Wells stores. 


gram as a “town pump” approach, 


$16 billion Negro buying power is | 
spent like this: $4,320,000,000 for | 
food; $3,200,000,000 for wearing | 
apparel; $3,200,000,000 for insur- | 
ance, savings and education; $1,- 
200,000,000 for household necessi- 
ties; $800,000,000 for beverages of 
all types; $640,000,000 each for 
transportation and fuel; $480,000,- 
000 each for furniture, drugs and 
cosmetics; $160,000,000 each for 
automobiles and tobacco. 

Plans are to present the exposi- 
tion in all major U.S. cities. 

In New York, the show is spon- 
sored by Independent Builders, “a 
forward thinking organization in 
Long Island whose aim is better 
living sites for the Negro.” 

Producers are Harold R. Meyer 
and William S. Orkin, directors of 
Continental Expositions and for- 
merly associated with the Do-It- 
|Yourself and National Electrical 
| Industries Shows. 


ing specialization consulting serv- 
ice, New York. 


Ainninhi tes, bot 
Insurance Men 
Hit ‘Free’ Offers 
by Car Makers 


New York, March 28—The Na- 
tional Assn. of Insurance Agents 
today condemned free accident in- 
surance, which it said was being 
offered as a sales gimmick to sell 
automobiles. 

“The business of insurance plays 
too important a part in the daily 
affairs of every individual in this 
country to have any form of insur- 
ance policy given ‘free’ as a sales 
gimmick,” said Kenneth Ross of 
Arkansas City, Kan., NAIA presi- 
dent. 

Mr. Ross said a “storm of spon- 
taneous protest” had arisen among 
insurance men over the sales plan, 
which he said “degrades the dig- 
nity of the vital business of insur- 
ance.” 

He harked back to 1925, when 
the association fought an attempt 
by the Chrysler Corp. to furnish 
free fire and theft insurance writ- 
ten through the Palmetto Insur- 
ance Co. Car buyers were to get 
the free insurance for one year, 
under a master contract made in 
Michigan. 

The association’s opposition, he 
said, resulted in “numerous” state 
insurance departments declaring 


(Continued on Page 68) 


Enka Seat Cover 
Push Uses Trailers 
at Drive-in Movies 


| New York, March 27—American 
|Enka Corp. will use a new ap- 
|proach to consumer advertising 
jthis spring, introducing color 
filmed movie commercials at 
drive-in theaters for its Jetspun 
rayon seat cover yarns. 

M. Boylan Carr, the company’s 
textile yarns sales manager, says 
| this is the first use of such films in 
the seat cover market by a textile 
yarn producer. ; 

One-minute film commercials 
now are being readied for use at 
drive-in theaters during May and 
June—peak selling season for seat 
covers. Produced in full color, with 
sound, the films will be shown on 
alternate weeks for eight weeks in 
221 drive-ins in 74 cities. 

Hard sell is carefully avoided, 
Mr. Carr says, because of the cap- 
tive nature of the drive-in au- 
diences. 

Details of the promotion are 
being worked out by Anderson & 
Cairns, advertising agency for 
American Enka, in cooperation 
with Alexander Film Studios, fab- 
| ric mills, seat cover manufacturers, 
auto trim shops and retailers. 


® In addition, consumer magazines 
and business papers will be used 
to support the campaign. While the 
magazine schedule has not been 


(Continued on Page 24) 


The Best French Cuisine 
this side of Paris 
is Right Here in San Francisco 
AME) (i Ga» S 
J Je SI LA_AN 


The Best Curry 
this side of Calcutta 
is Right Here in San Francisco 


Take i onsy take « GUERIN Tuxedo 61234 Tare t easy vane « GMMR 1-000 81234 


DOUBLE BARRELED—The Yellow Cab Co. boosts San Francisco’s cosmo- 

politan restaurants in a new newspaper series. Ads recommend eat- 

ing out and urge: “Take it easy—take a Yellow cab.” Honig-Cooper 
Co., San Francisco, is the agency. 
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Despite ‘Rules,’ 


Lots of Sponsors 


By Maurine B. Christopher 

New York, March 29—That 
“not-to-be-commercialized” wed- 
ding of Grace Kelly and Prince 
Rainier III is shaping up as a 


pretty commercial affair on radio. | 


Three networks have lined up 
sponsors for the much-publicized 
doings, and some of them could 
scarcely be more unlikely. 

Peter Pan foundations—bras and 
girdles, to be more explicit—will 
present three special broadcasts on 


the romance of the year over ABC. | 


Bourjois Inc. is getting into the 
act on NBC by buying up most of 
the spot adjacencies. CBS has sev- 
eral advertisers waiting for the 
wedding bells to ring—Arpege, 
Coty, C-7 lettuce, Purex bleach 
and Old Dutch cleanser. 

At least two of these sponsored 
packages include the civil and re- 
ligious ceremonies. This being the 
case, AA thought it would be in- 
teresting to find out what specifi- 
cations the wedding principals 
have set up for sponsorship and 
what their representatives had to 
say about product acceptability, 
the handling of commercials, etc. 


® Queries on these points drew a 
variety of responses from broad- 
casters. “We didn’t clear with 
anybody.” “I think we've been 
consulting with the prince on 
these matters.” 
trouble—the only limitation we 
know of is there’ll be no commer- 
cials within three or four minutes 
of the actual ceremonies.” 

The name of Charles A. Smith, 

(Continued on Page 73) 


Ludekens Joins 
FC&B as Cone Aide 
in Creative Planning 


Cuicaco, March 29—In a re- 
alignment of its creative activities, 
Foote, Cone & Belding has ap- 
pointed Fred Ludekens, leading 
artist, illustrator and designer, to 


Fred Ludekens | 


Fairfax M. Cone 


its staff to work with Fairfax M. 
Cone, who will direct the entire 
creative operation. 

Mr. Cone, president of the agen- 
cy, will relinquish all of his pres-| 
ent administrative duties to devote 
full time to creative efforts. Other 
executives in the company will as- 
sume the administrative load. 

Mr. Ludekens joins FC&B April | 
2. He will be elected a director of | 
the corporation and will assist Mr. 
Cone in the over-all creative plan- 


Beginning his career with Foster 
& Kleiser, Mr. Ludekens joined the 
old Lord & Thomas in 1931 as an 
art director. He launched his free- 
lance career in 1941 and has since 
been a consultant to a number of 
advertisers and agencies. He also 
is a member of the faculty of the | 
Institute of Commercial Art. 


Kelley Ltd. Plans Move 

Russell T. Kelley Co. Ltd., Ham- 
ilton, Ont., agency, is constructing | 
a new office building at 637 Main | 
St., East Hamilton, and plans to. 
move to the new quarters late this 


spring. 


“We've had nO the market, the study indicated. 


PARADE OF PARTS—This is the opening spread of a four-page ad to 

appear in the April 7 issue of The Saturday Evening Post. This co-op 

auto parts ad, said to be the largest of its kind ever published, will 

be run by the National Automotive Parts Assn. and 28 automotive 

parts manufacturers. Caldwell, Larkin & Sidener-Van Riper, Indian- 
apolis, is the agency. 


Carnation, Tropicana Juice Are Leading 
Gainers in ‘St. Paul Dispatch’ Market Study 


St. Paut, March 27—Carnation | 27.6% last year, dipped to second 
|milk, which had only 7.3% of the| this year with 18.3%. 
St. Paul market in 1955, was the} The survey disclosed that more 
top selling powdered milk this|people in St. Paul (77%) are 
jyear with 36.9% of this market, | drinking beer this year than in 
according to the 10th annual con-/|1955 (75.9%). Hamm's, by far the 
|sumer analysis survey published|most popular beer, increased its 
iby the St. Paul Dispatch-Pioneer| share of the market from 66% in 
| Press. 1955 to 69% this year. 
Carnation, which rated no bet-| The leading brand of instant 
|ter than sixth place last year, has| coffee in this area, Maxwell House, 
been distributed here for only two jumped from 42.4% in 1955 to 
years. Borden’s Starlac, the top 46.6% this year. Nescafe ranked 
seller in 1955 with 34.4% of the second with 183%—a decrease 
market, dropped to second place from the 23.2% portion registered 
|this year with a 27.5% portion of| in 1955. 


Puerto Rico Resumes Plant-Lure Ads; 
‘55 Campaign Brought in 64 New Units 


Drive Again Emphasizes 
100% Tax Exemption for 
‘Qualified Manufacturers’ 


New York, March 27—The 
Commonwealth of Puerto Rico this 
week resumed its advertising cam- 
paign to attract mainland indus- 
tries to the island. 

The original campaign was 


‘Movie Ads Are 
Almost Obscene, 
Senate Group Says 


| WasxHIncton, March 27—A Sen- 
ate subcommittee studying the im- 
pact of motion pictures on juvenile 
delinquency complained today that 
ads for a number of pictures dur- 
ing the past year featured double- 
meaning phrases “which have 
reached a point close to obscenity” 
in many cases. 

The committee said leaders in 
both production and advertising 
have initiated codes to control the 
industry’s problems, but that the 
men who administer these codes 
are under severe pressure “to see 
| things a certain way” in the close 
cases. 


“It is not easy to give a story of | 
‘a picture in advertising,” the re-| 


port said. “Some of the advertising 
has definitely gone too far and is 
(Continued on Page 25) 


| Another large gain in sales was 


registered in the sugar classitica- Consumer Credit Is Key Sales Tool, 


|tion by American Crystal, which 
jumped from 8.1% in 1955 to 
|20.3% this year—which rated it 
|the second most popular brand of 
|sugar. C&H was still the top sell-| 
ing sugar brand, but its share of New York, March 28—Consumer 
the market decreased from 63.8% |credit is now everybody’s baby. 
in 1955 to 50.6% this year. It has become such a tremendous 
‘force in accelerating sales that 
= In the canned orange juice|everyone engaged in manufactur- 
classification an impressive gain|ing, marketing, and selling must 
in sales position was registered by|now give thought to how it will 
Tropicana. This brand was the top affect his market and his market- 
seller this year with 22.6% of the ing strategy. 
market, as compared with only! Something of a marketing revo- 
1.4% in 1955. Libby’s, which |lution has been created by credit’s 
ranked first last year with 21.3%,| breakthrough from its traditional 
slid to second this year with 18.7% |confines of automobiles, housing 
of the market. jand hard lines. 

Helene Curtis Spray Net led the | These statements appear in the 
hair spray products with 51.3%,/ April issue of “Grey Matter” (na- 
as compared with 68.7% in 1955.| tional advertisers edition) to be 
Revion’s Silken Net jumped from |issued next week by Grey Ad- 


‘Grey Matter’ Tells Manufacturers 


this growing pay-as-you-use-it 
movement. 

This inevitably must come about, 
\it says, “because Mr. and Mrs. 
|Jones, the end of the distribution 
chain, demand it to keep up with 
‘the other famous Joneses.” 


| 
| 


® Manufacturers, it says, will have 
to get off the sidelines and pick 
up consumer credit as a tool for 
accelerating sales. 


mote credit intelligently. Discover 
what you can do to hel» retailers 


It suggests: “Help dealers pro-| 


launched in January, 1955, te in- 
aes qualified manufacturers to 
| open additional factories in Pnuerte 

Rico, which offers U. S. companies 
| 100% tax exemption (AA, Jan. 17, 
55). Advertising was discontinued 
late last year for evaluation of re- 
sults. 

Neil MacMillan, advertising 
manager, reports that last year’s 
advertising campaign produced 
10,000 inquiries, of which 2,000 
|were from qualified manufac- 
|turers, that is, not runaway in- 
dustries, but new and expanding 
companies. 

Specifically as a result of the 
commonwealth’s advertising cam- 
paign last year, Mr. MacMillan 
says, 64 U. S. companies used the 
coupon in the ad, carried out ne- 
gotiations successfully and started 
plants in Puerto Rico in calendar 
1955. 


8 It is expected that a minimum 
of 85 new plants will be opened 
up this year in Puerto Rico di- 
rectly as a result of the common- 
| wealth’s renewed advertising. 

Advertising was resumed March 

18. The schedule calls for 2,100- 
|line insertions on a regular basis 
|in newspapers in Charlotte, N. C., 
| Chicago, Dallas, Detroit, Los An- 
| geles, New York and St. Louis. 

In addition, spreads are being 
| used in Business Week, Dun’s Re- 
| view & Modern Industry, Fortune, 
Nation’s Business, Newsweek, New 
York Times Magazine, and Time. 
About a dozen business papers 
also will be used. 

This media advertising will be 
augmented by a $50,000 direct 

(Continued on Page 73) 


PIPER 
) TRI-PACER 150 


TUFTS-EDGCUMBE, INC. 
| Piper . 
| corer a oF ves $OALOO wen erases: 


use credit as a drawing power. | 
Prepare special material to help. — 
retailers promote credit, and pro- | 


rate second among the brands. | 


® Revlon lipsticks gained the top 
spot in this classification this year 
with 25.2% of the market—a siz- 
able increase over 15.8% registered 
in 1955. Hazel Bishop, which had 


|2.5% in 1955 to 15.9% this year to | vertising Agency. 


“Grey Matter” sees hardware 
and drug stores, variety chains, 
mail order houses, apparel and 
theater chains, gasoline service 
stations, travel, food and depart- 
ment stores—to cite a few consum- 
er examples—on the march toward 


tising.” 

Manufacturers in fields where 
instalment selling has not been 
used, “Grey Matter” says, are tak- 
ing steps to use the selling strength 
of credit to go after more business. 


(Continued on Page 6) 


Highlights of This Week's Issue 


Toronto Star’s fate in puna 
of the law, Canadian premier | 
says 

Nutrilite ads are backed by 
sales promotion program, dis- 
Po a, ere Page 11 

Martineau takes lumbermen to 
task for ignoring buyers’ mo- 
I ad ccs orks en ce ees Page 22 

Chains need new methods to cope 
with glut of new products, E. B. | 


icance for readers, Free Press| 
gE Page 28 
Package coloring contest changes 
art teaching in Des Moines | 
schools 
Chirurg’s New York office will | 
handle own media_ selection 
hereafter 
Magazine reps should get to know. 


agency creative people, says 
BBDO’s Brower 
Premiums are offered on milk car- 
tons by Dominion Dairies, Mont- 
real 
Radio Ad Bureau finds there are 
625 U. S. towns with radio but 
no newspaper 
Squirt Co.’s 
will include net tv 
time 


summer drive 
for first 


general says BBC has best 
Sa Page 40 
Hazel Bishop signs “Arthur Mur- 
ray Party,” increases nighttime 
WP ccusn keaeiecee <n Page 41 


MD oncnctdeevlirccdes Page 42 
WRUL reports steady progress in 
sale of international radio ad 
ee Page 43 


sno <> 650 Page 34. 


|Linco’s new ad campaign pushes 
bleach as “gentle power” Page 49 
More direct selling needed in beer 
business, says Russell Hop- 


J. Walter Thompson’s Chicago em- 
ployes wallow in art ..Page 54 
Felix Coste tells the story, and 
philosophy of Coca-Cola Page 59 


REGULAR FEATURES 

| Advertising Market Place 72 
Coming Conventi 
Creative Man's Corne 60 
RR citciterceccsceccesesescerescee 
| Employe Cc i 
Getting Personal 
Looking at Radio BTV ooo 
Looking at Retail Ads ..... 


“a 


Preduction Tips 
Rough Proofs 


mote it through your own adver-| 


pe 
| von 


| FUYER—This test ad by Tufts-Edg- 
cumbe, Piper aircraft distributor, 
|ran in the Chicago Tribune March 
|26. Livingston & Associates, Chi- 
cago, is the agency. 


Piper Distributor 
Uses Dailies in Test 


Push for Tri-Pacer 


Cuicaco, March 27—Tufts Edg- 
cumbe, Piper aircraft distributor 
for northern Illinois and south- 
eastern Wisconsin, has appointed 
Livingston & Associates, Chicago, 
to handle an advertising and pr 
campaign to boost sales of the 
small plane. 

The initial advertising step was 
a one-shot test ad in nine dailies in 


Associates believes it is one of the 
first dealer ads for airplanes ever 
to be run in newspapers. 

Whether the campaign will be 
expanded wil] depend on results of 
the opening test. The ad empha- 
sized the “foolproof” qualities of 
the tricycle-gear Piper Tri-Pacer. 

Regardless of the outcome of the 
newspaper ad test, a year-long pr 


Sal iat tincnnsslll 
She Week ta Ween at ‘| effort has been undertaken by the 
|Volce of the Advertiser... 46' Livingston agency. 


the sales territory. Livingston &, 
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No. 58 of a series 


The NEWS of the ROCKIES 


Denver retail liquor stores placed 
64.5% of their linage and 57.8% of 
their dollars in the Rocky Mountain 
News in 1955. 


(Media Records) 


Ro 


A Bevgas Howard Hewspavet DENVER 


Trading Stamp Fever Rises as Independent 
Food Stores Launch Defensive Programs 


Cuicaco, March 28—The trading| groups set up their own stamp) 


stamp fever broke out all over last 
week as independent and small- 
chain food store operators around 
the country sought to arm them- 
selves for competition in premium- 
| offering. 

In the same week, there was one 
earnest effort to stem the tide: In 
Toledo about 160 gas station op- 
erators—“60% of the indepen- 
dents” in the area—agreed to stop 
issuing stamps after April 1. 

But the general drift seemed to 
be the other way. Some of the key 
food store trading stamp develop- 
ments were these: 


e At the National Premium Buy- 
ers Exposition in Chicago, Belnap 
& Thompson announced a new 
counseling service for trading 
stamp operators. The national sales 
incentive organization said the 
service is designed to help food 
wholesalers and voluntary buying 


No. 7 in a Series 


The Omaha World-Herald 
Sells Columbus, Nebraska 


AAAL TTT 


85 Miles from Omaha 


e 
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8,884 Population 


Coverage — 82% Daily — 100% Sunday 


Just 1 of the 650 Nebraska and Western Iowa Communities 


Where The World-Herald can make 
your sales and advertising effective 


Get the details on how you can use this single medium—The 
World-Herald—to sell this 2-billion dollar market... contact 
O’Mara & Ormsbee, or write the National Advertising Depart- 


ment of The World-Herald. 


Omaha 
World-Herald 


251,549 Daily 


262,462 Sunday 


Publisher's Statement for September 30, 1955 
O'Mara & Ormsbee, National Representatives 
New York * Chicago * Detroit * Los Angeles * San Francisco 


companies. 


e In Houston, two chains of co- 
operative stores announced the in- 
auguration of trading stamps, thus 
putting stamps into 100 more food 
stores there. The move was re- 
portedly defensive, aimed at get- 
ting the jump on expected chain 
store trading stamp competition. 


e A few days after the Houston 
stamp expansion, the Texas Retail 
Grocers Assn. disclosed that it 
will sponsor a line of trading 


stamps for low-volume indepen-| 


dents who cannot afford the stand- 
ard stamp programs. 


e In Los Angeles, a “stamp plan 
to end stamp plans,” sponsored 
by eight large Southern California 
food chains (AA, Feb. 27), picked 
up a lot of support from major 
oil companies and drug chains. 
Developers of this plan were still 
hoping to eliminate the “stamp 
racket,” but were preparing to 
move the other way fast if neces- 
sary. 


# A common feature of the new 
programs (except for that of Bel- 
nap & Thompson) was the defen- 
sive approach to stamps, though 
the defense took different forms. 

The two Houston groups—Mini- 
max and Texas Servall—were 
frankly out to beat their national 
chain competitors in the advertis- 
ing field. Charles Florian, head of 
the Houston Retail Grocers Assn. 
and owner of four Minimax stores, 
put it this way: 

“Our major competition in Hous- 
ton is two chain operators who 
have very large volume stores and 
can certainly dominate the news- 
papers with advertising space, at 
a very low cost per store. The 
group of stores I belong to cannot 
afford to woo the customer on an 
‘equal basis with the two major 


| 


chains.” 

| 

= Another reason reportedly was 
‘expected stamp competition from 


|the big chains. The Henke & Pil- 
lot chain is considered ripe for 


Advertising Age, April 2, 1956 


such a move. It was bought last 
year by Kroger Co., which has 
trading stamps in other major 
|cities in which it operates. 

| The Texas Retail Grocers plan 
}also seemed to be defensive—and 
‘reluctant. According to Miss Jerry 
| Johnson, executive secretary, the 
idea is to give members “the best 
stamp plan in the country at the 
lowest possible cost.” 


|@ The Los Angeles plan was more 
ambitious; it hoped to blot out 
stamps entirely. R. M. Laverty, 
president of Fitzsimmons Stores 
Ltd., one of the original sponsors, 
outlined these steps: 

1, A new non-profit corporation, 
Consumers Helpers, is now being 
formed; it will be able to put its 
|sponsors in the stamp business 
“overnight” if the competition 
forces it. 

2. When the new stamp company 
is all ready, a strong drive will be 
initiated to get an anti-trading 
stamp law in California similar to 
one in Kansas which has just 
been upheld by the Supreme Court. 
The Kansas law provides for a 
very high licensing fee in each 
|county in which a stamp company 
operates. 

Meanwhile, the support was 
rolling in. Mr. Laverty said that 
434 food stores have pledged sup- 
port, and that the Thrifty and 
|Owl drug chains, Standard Oil of 
| California, Richfield Oil Corp. and 
‘Union Oil Co. have said they will 
‘actively participate. 


|@ Against these very special ap- 
proaches to stamp operation, Bel- 
nap & Thompson’s positive interest 
lin stamps as a marketing tool 
stood in sharp contrast. According 
to Stuart Standish, head of the 
company’s premium and trading 
stamp division, “The outstanding 
advantage of operating an inde- 
pendent stamp company is that the 
cost of using trading stamps can 
be reduced from the customary 2% 
or 3% of gross volume to only 1%.” 
| As for stamps themselves, Mr. 
Standish considered them pretty 
important “when one considers the 
fact that they boost retail food 
volume 20% to 30%.” 


... Skilled in advertising techniques are available to you in 
the dependable, established Chicago studios listed below: 


S. FREDRICK ANDERSON STupI0s, 6620 W. Diversey Ave., Tuxedo 9-1400 
BARNES-CRosBy Co., 225 N. Wabash Ave., Franklin 2-7601 
BERLET-ANDERSON-MARLIN, INC., 549 W. Randolph St., Andover 3-1027 
CARNAHAN-HANSON Co., 125 W. Hubbard St., Superior 7-0800 
COMMERCIAL ILLUSTRATORS, INC., 661 N. LaSalle St., Whitehall 4-0033 
CovENTRY, MILLER & OLzaK, INC., 212 E. Ontario St., Superior 7-6465 
GrRaANT-JAcoBy Stup10s, INc., 936 N. Michigan Ave., Mohawk 4-2055 


ILLusTRO, INc., 251 E. Grand Ave., 


Delaware 7-3826 


KLING Stupt0s, INC., 601 N. Fairbanks Ct., Delaware 7-0400 
KoopMAN-NEUMER, 231 S. Green St., Randolph 6-3508 

LEwIs & Hoover Stupios, INc., 155 E. Ohio St., Delaware 7-7214 
NUGENT-WILLIAMS Stup10s, INc., 869 N. Dearborn St., Superior 7-3711 
Pace Stupi0s, 155 E. Ohio St., Superior 7-8540 

PROMOTIONAL Arts, INC., 100 E. Ohio St., Whitehall 4-3090 


Bert Ray Stupi0s, 230 E. Ohio St. 


, Whitehall 4-0651 


SCHARON-SANDERS STuDIOs, 410 N. Michigan Ave., Superior 7-0649 
Tempo, INc., 251 E. Grand Ave., Delaware 7-3934 
VoGUE-WRIGHT StTupD1I0s, 469 E. Ohio St., Mohawk 4-5600 


WHITAKER-GUERNSEY StTvupI0, INC., 


The Association of Art Studios in Chicago, Inc. 


37 South Wabash 


ddl 


Franklin 2-7664 - 


444 E. Ontario St., Whitehall 4-6809 


Avenue, Chicago 3, Illinois 
Eileen M. Cooper, Executive Secretary 
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In TV GUIDE 
an advertiser can 


pick his spots... 


* 


As any other magazine can, TV GUIDE offers an audience of « 
well-defined size and characteristics. And like most other magazines TV GUIDE 
is read principally in the homes of its buyers. 


But no other magazine can offer an advertiser a choice of 
day and hour for readership of his advertising. 


For the Long Lines Division of AT&T, the point of sale is the 
customer’s home. The commodity is long distance telephone 
service. The advertised item is service weekday evenings and Sunday, 
when rates are lower. 


Selling an evening and Sunday service, AT&T buys an *k 
evening and Sunday audience by spotting seven one-eighth page advertisements 
on the evening and Sunday pages of TV GUIDE’s Program Sections. 


Each AT&T ad is exposed to all TV GUIDE readers watching television 
during the hours of programming covered by the page on 
which the ad is situated. The ad “‘comes on”’ at every station break on 
the page; and during programs, too, whenever a viewer refers to * 
his show’s listing for an item of detail. 


What other magazine could be the vehicle for a ‘“‘saturation spot 
campaign”’ like this one, delivering a big audience (over 4,000,000 families) 
at point of sale (in their homes), at exactly the desired time? ok 


* 


Every AT&T TV GUIDE ad lists the minimum toll charge 
for a long distance call between two cities. Which cities ? 
A different pair in each of TV GUIDE’s 40 Editions— 

one more benefit of the flexibility afforded by this 

most versatile of magazines. 


America’s Television Magazine 


National Advertising Office Advertising Offices in 28 Cities Including: 


400 N. Broad St. NEW YORK CHICAGO LOS ANGELES 
Phila. 1, Pa. 10 Rockefeller Plaza 6 N. Michigan Ave. 6277 Selma Ave. 
Rittenhouse 6-1600 JUdson 6-4300 RAndolph 6-9470 HOllywood 5-2103 


Have news that’s just 
ma too good to keep? 
TELEPHONE TONIGHT 


New York to 
Richmond . 7 
After 6 o'clock every night. 


Station-to-Station rate, first 3 minutes. Add 10% tax 


Family business 

matter to settle? : 
TELEPHONE TONIGHT | 
Charleston, W. Va., f 
to Oakland, Cal.$19° 


After 6 o’clock every night. 


Plan your vacation 
the easy way 
TELEPHONE TONIGHT 


Kansas City to 
Augusta, Ga.. . $120 


After 6 o'clock every night. 


Miss a friend 
who’s out of town? 


TELEPHONE TONIGHT |, 


Houston to 
Memphis 


After 6 o’clock every night. 


Like to talk to the 
folks back home? 
©] TELEPHONE TONIGHT 


Denver to 
Casper....... . 65¢ 


a After 6 o'clock every night. 


Thinking of someone 

out of town? 
TELEPHONE TONIGHT | 
Los Angeles to 


St. Louis..... $175 
After 6 o'clock every night. § 


Station-to-Station rate, first 3 minutes. Add 10% tax 


Telephone out-of- 
town loved ones 


SAVE ON SUNDAY 


Baltimore to 
San Francisco. . .$2 
All day today and every Sunday 
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MICHIGAN 


Cerec! Food 


Capita! of the World 


“High on Our List As a 


Must Market Is Battle Creek” 


Bob DeWitt, R. M. DeWitt Co. 
Food Brokers, Grand Rapids 


“When formulating Michigan sales and advertising plans for our products, 
we have many things to consider. Not the least is the selection of markets 
for these programs. High on our list as a must market is Battle Creek. Mil- 
lions of dollars are spent for food each year in this growing area. We just 
can't afford to overlook Battle Creek when advertising recommendations 
are 


SELL This $40,000,000 Food Market with Advertising in the 


ENQUIRER ano NEWS 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW VER-FERGUSON-WALKER COMPANY 


‘letter says, 


}# Olin 
division is promoting retail credit 
on firearms to broaden its consum- 
|er market. 


Advertising Age, April 2, 1956 


‘Manufacturer Must Treat Consumer Credit 
as Part of Sales Program, Says ‘Grey Matter’ 


(Continued from Page 3) 

|It notes that the National Paint, 
Varnish & Lacquer Assn., in col- 
laboration with contractors and 
retailers, has set up a Decorating 
Credit Plan to promote pay-as- 
you-use plans for dealers. 

For a number of years, the Grey 
Eastman Kodak has 
helped dealers operate time selling 


plans, and it features deferred pay- | 


ments in its national advertising. 
Necchi-Elna Sewing Machine has 
arranged with a finance company 
to handle consumer credit for deal- 


ers. The plan includes a life in-| 


surance feature guaranteeing re- 


payment of amounts outstanding. | 


Mathieson’s Winchester 


“Grey Matter” repeats what it 
frequently has pointed out in the 


QP rth ar yet arate end ho 


SESE STF 


He's voting for a better future 


The largest educational institution in the world has served more than 
six million students so far. It is currently training 133,000 more. 


About half of them enrolled with International Correspondence Schools 
after first answering an advertisement. 


These readers responded to an advertised offer— 
an offer of a chance for a better future. 


That's advertising with a pull. 


It takes a lot of knowing and testing to be able to bring in 
thousands and thousands of good inquiries year after year. 


For three generations, |. C. S. and Ayer have co-operated in one 
of the most consistent and successful coupon campaigns of all time. 


N. W. AYER & SON, INC. 


Philadelphia, New York, Chicago, Detroit 
San Francisco, Hollywood, Boston, Honolulu 


|past, that “in the distribution re- 
volution, the manufacturer has to 
|assume more and more of the re- 
tail selling burden.” In particular, 
it says, the manufacturer must 
pre-sell his brand, because of weak 
selling at the retail level. He must 
research methods of self-selection 
and simplified selling to make it 
easier for the consumer to buy. 
“He must package his goods to 
|give them better exposure to the 
| customer. He must set up a system 
of stock control to prevent out-of- 
| stock conditions in the retail store. 
He must give advertising and dis- 
|play allowances. 
| “As credit emerges as a selling 
| device,” says “Grey Matter,” “it is 
inevitable that manufacturers will 
pick it up and use it to accelerate 
sales at the retail level. 
“Aloofness from this problem is 
no longer possible. Credit buying 
and selling are no longer confined 
to the stores and people ‘across 
the tracks.’ Today, credit is a 
|mighty respectable (and mighty 
| powerful) expander of markets.” 


TV Is ‘Primary Link’ 
Between Advertiser, 
Consumer, Says Treyz 


Boston, March 27—Television 
commercials got a rousing defense 
here last week from Oliver Treyz, 
| president of the Television Bureau 
| of Advertising. 

In a speech before the Broad- 
casting Executives Club, he char- 
acterized the commercial as “one 
of the most vital aspects of tele- 
vision ...the tangible relationship 
between the tv viewer and the 
advertisers, which makes tele- 
| vision programming possible.” 

Mr. Treyz maintained that tele- 
vision has considerably less “‘com- 
/mercial density” than other 
| media—“particularly newspapers.” 
He also said that a TvB analysis 
|of Videodex findings for the last 
quarter of 1955 indicates that less 
than 3% of the viewing public 
find nighttime commercials irri- 
tating. The figure for daytime— 
| 2%—is even lower. 

“The truth is that national ad- 
vertisers regard tv as their prim- 
ary link with their customers, and 
\the customers regard tv as their 
primary link with advertisers,” 
|the TvB head said. 


| 
| 
| 
| 


‘Expose’ Editor 
Collects in ‘Libel’ 
by ‘Confidential 


New York, March 28—Lyle 
| Stuart, editor of Expose, has re- 
|ceived $9,000 in an out-of-court 
'settlement of a libel suit against 
| Confidential. Announcement of the 
| settlement was made by Mr. Stuart 
in his monthly publication. 

The suit had charged that an 
article about Mr. Stuart, by How- 
'ard Rushmore, which appeared in 
'the January, 1954, Confidential, 
damaged his reputation as an 
author and editor. 


Cromwell to Ramsey Brown 

Cromwell Oil Co., Los Angeles, 
has named Ramsey Brown & Co., 
| Los Angeles, to direct advertising 
/and sales promotion for its special 
oil products. Plans call for market- 
_by-market promotion, using news- 
|papers, radio and television, and 
an extensive trade campaign. 


SimMpPSON-REILLY, LTD. 
Publishers a 


‘BLDG. 
SAN FRANCISCO CENTRAL TOWER 
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“A bad coronary used to mean a life 
sentence in a wheel chair—and often 
a short life at that. Now they’ve got 
an operation that can actually put a 
man back on his feet again. They 
aren't using it in all cases yet, of 
course. But they say that the miracles 


of heart surgery are just beginning. . . 
so you can expect a lot more news on 
this subject in the very near future.” 


In all, 9 articles, 4 stories, 2 serials, and 
many special features in the April 7 
issue of The Saturday Evening Post. 


New ABC reports show Post increases 
newsstand lead to a whopping 69.2% 


Have you read the Audit Bureau of Circu- 
lations reports that have just come out? 
The old figures (first half of 55) showed the 
Post was 50% ahead of the next general 
weekly in single-copy sales. That’s been 
changed—and dramatically! The new 
figures (last half of 55) show it leads by 
an overwhelming 69.2%. This is the fourth 
consecutive year in which the Post has 
increased its lead on the field. 

And while the Post was becoming by 
far the most sought-after weekly at the 
newsstand, it was winning more sub- 
scribers, too. Its subscription sales have 
shot up 26% since 1952! The Post 
is getting to the heart of America. 


NEWSSTAND SALES 


LATEST ABC FIGURES 


$00 000 1.000 000 1 $00 000 
i rr 


—~ 


THE SATURDAY EVENING POST | 
i 


LIFE ; | 


‘latest treatment for a coronary 
is—believe it or not-surgery” 


MICHAEL J. TURNER, VP and Account Supervisor, G. M. Basford Co., 
N. Y., previews “They Repair Damaged Hearts” from this week's Post. 
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Ratliff, Berne 
Seek ‘Enquirer’ 
Aid in New York 


CINCINNATI, March 28—Two 
minority directors of the Cincin- 
nati Enquirer were in New York 
City this week seeking financial 
aid to prevent transfer of the 
newspaper’s control from the pre- 
sent employe-community _ setup. 
They are James’ H. Ratliff Jr., de- 
posed vp and former columnist- 
reporter, and J. Henry Berne, 
owner of 15,000 shares of Enquirer 
stock and the largest individual 
stockholder. 

While in New York they were 
expected to confer with Harold L. 
Stuart of Halsey Stuart & Co., who 
holds $1,476,000 in convertible 
Enquirer debentures which he has 
announced he intends to sell to the 
highest bidder. 

The two directors also were try- 
ing to interest a New York news- 
paper publisher and another finan- 
cier in helping them secure suffi- 
cient financial assistance to pur- 
chase the Stuart debentures, and 
thus prevent an “outside” pub- 
lisher from gaining Enquirer con- 
trol. This would be possible be- 
cause the Stuart debentures are 
convertible into 147,600 shares of 
common stock, as against 261,000 
shares presently outstanding. 


® At a meeting last Sunday 100 
employe-stockholders were told 
that Mr. Ferger, publisher, had 
“failed to report what is happen- 
ing in the threatened loss of the 
Enquirer to outside interests.” 
Speakers were Mr. Ratliff, Mr. 
Berne and Loren White, third) 
minority director. 

They named a long list of news-| 
paper publishers who, they said, | 
were interested in buying the 
Stuart debentures, and Mr. Ratliff 
said that anti-trust suits already 
are being prepared against the 
purchase of the Enquirer by either 
of the afternoon newspapers (Post 
and Times-Star), because such 
purchase “would seem automatic- 
ally to violate the anti-trust laws.” 
He added that “serious legal dif- 
ficulties might arise” should the 
paper’s management bid for the 
debentures, because a corporation 
cannot speculate in its own stock. 


® Following filing of a suit on 
March 23 to remove Mr. Ferger as 
trustee of the paper’s voting trust, 
Carl M. Jacobs, Mr. Ferger’s at- 
torney, declared, “There is no merit 
in or foundation for the action 
whatsoever. It appears to us to be 
pert of a pattern to annoy and 


harass Mr. Ferger publicly by us-| 


ing the afternoon papers. We will 
not try the case in the press, but 
will take care of it when the proper 
time comes in court.” 

Mr. Ferger announced, follow- 


‘U.S. News’ Declares 
It Will Continue to 


Pay 15% Commission 


WASHINGTON, March 29—U. S. 
News & World Report has made 
it very clear that it will continue 
to pay a 15% commission to agen- 
cies plus a 2% cash discount for all 
bills paid within 10 days of the 
end of the month the ad has been 
published. 

The magazine makes this dec- 
laration in a letter to an unnamed 
agency, and copies have been sent 
to other agencies as well. 


U. S. News stresses in the letter | 


that it pays this commission in 
recognition of the service the agen- 
cy renders it and that the rate is 
the result of its own judgment, not 
as part of an understanding with 
any other publication or individual 
or organization. 


|@ “We reserve the right to deter- 
mine for ourselves whether we 
shall recognize a particular agency 
as a bona fide agency, performing 
services for a _ publication like 
ours,” the letter continues. “And 
in the future as in the past, we 
shall exercise our own judgment, 
independent of any other publica- 
tion or anybody else.” 

The letter concludes with the 
assurance that U.S. News will treat 
alike all agencies it recognizes. 
No mention is made in the letter of 
the Department of Justice suit 
against the Four A’s and publish- 
ers’ associations. It is signed by 
John H. Sweet, exec vp. 


CBS and ABC Find 
1955 Was Record 
Sales, Earnings Year 


Zitz 
Buck 


Finlay 
Bogart 


leonard 
Buhling 


CHICAGO COUNCIL ELECTS—Lined up after last week’s election are 
officers of the Chicago Council of the American Assn. of Advertis- 
ing Agencies: Gordon Buck, vp. Foote, Cone & Belding, new secre- 
tary-treasurer; George Bogart, account executive, Calkins & Holden, 
outgoing chairman, and Norman Buhling, president, Fensholt Ad- 
vertising Agency, new chairman. Newly elected governors, to serve 
until 1958, are Martin Zitz, president, Henri, Hurst & McDonald, 
and John Finlay, president, Aubrey, Finlay, Marley & Hodgson. 
Scott Leonard, vp, Young & Rubicam, is currently a governor. 


Support Grows for Meat Growers’ Ad 
Program to Eat Up the Farm Surplus 


(Continued from Page 1) 
national advertising campaign, 
supported by the livestock growers 
on this basis: 50¢ a head for cat- 
tle, 25¢ for hogs and 10¢ for sheep. 
Since then, the program appar- 
ently has been scaled down. It 


|was pointed out at the Omaha| 


meeting that the small livestock 


opposition, right in Gov. Hoegh’s 
back yard. The Des Moines Regis- 
ter, in an editorial, found the plan 
a “doubtful way to help the farm- 
er,” though it said the purpose was 
commendable. 


s Wilbur Plager, secretary of the 
National Swine Growers Assn., 


Advertising Age, April 2, 1956 


Agency Head Hits 
“One-Eyed Cult’ 
in Advertising 


(Continued from Page 1) 

| and to hell with what the client has 
|to sell. It’s trading the client’s 
|hard-earned dollars for a few 
|laughs. Following the one-eyed 
| cult is about as silly as copying a 
| Cadillac ad when you have tractors 
| to seil,” he asserted. 

|@ Mr. Jones attacked “pickpocket 
|pitchmen” and declared that the 
| better business bureaus have 
'moved in “on these midnight 
bandits.”” Then he added: “But the 
damage has been done, and more 
confidence of the American public 
in advertising has been chipped 
away. This is real one-eyed ad- 
vertising, with a 2l-inch eye and 
a two-inch brain.” 

| Television also suffered another 
lump from Mr. Jones, who de- 
clared that while it was effective 
|for packaged goods, it doesn’t do 
nearly as well for hard goods 
' such as automobiles. 

“We seriously doubt that televi- 
sion is the fundamental medium if 
vou have a substantial product to 
sell,” he said. “In the movement of 
package goods, television is excel- 
lent in our experience. In the sale 
of durable goods, we question it as 
a ‘prime’ medium.” Mr. Jones, 
whose agency handles advertising 
for Cadillac and Pontiac cars, 
among other products, said he 
thought it “significant that even 
the top-rated shows simply aren’t 
|moving cars for their sponsors.” 
He added that the “public’s honey- 
moon with tv is over.” 


New York, March 27—Columbia | grower is already counting his 
Broadcasting System and American pennies and might buck at paying 
Broadcasting-Paramount Theaters anything at all for promotion, let 
Inc. looked good in the annual re- | alone accepting the above figures. 
ports this week. Both, in fact,) The two governors went ahead, 
found 1955 the best year in history. however, and got together a re- 


CBS reported net revenues and | gional conference, which was held 


and chairman of the new pro- 

gram’s steering committee, made|s# Auto manufacturers, he went on, 
answer. He admitted that there) spend $100,000,000 annually on tv 
was “no guarantee” of the plan’s| and, unless conditions change, they 
success, but added that “farmers|might “de-emphasize tv as they 
are used to doing a lot of things! did radio.” 

that aren’t guaranteed.” He also| “For major purchases requiring 


sales of $316,600,000—a gain of 
12.9% over the $280,300,000 re- 
ported in 1954. Consolidated net 
income for Columbia’s various di- 
visions reached $13,400,000—17.4% 
labove °54’s $11,400,000. Earnings 
| were $1.83 per share, against $1.62 
- 1954. 
|s For AB-PT the income went up 
only 3.1% in 1955, but the profits 
rose sharply—from $4,900,000 
($1.11 a share) in 1954 to $8,400,- 
000 ($1.93 a share) last year. Total 
income reached $194,700,000 in 55, 
compared with $188,800,000 in ’54. 


counted for most of these increases, 
Paramount Theaters itself actually 
|registering a 4% loss in income. 


|Income from broadcasting rose by 
15.2%, from $70,400,000 in 1954 to 
| $81,100,000 in 1955. 

Other highlights of the year for 
the two companies: 


The broadcasting division ac-| 


lin Omaha early last week. More 


ithan 200 delegates from various 
|livestock groups attended, includ- 
jing representatives of the gover- 
nors of 19 states. 

The meeting was at least a par- 
|tial success. Delegates agreed 
/unanimously on the need for a na- 
|tionwide producer-financed meat 
| promotion, though they had vary- 
|ing views on how to set it up. 


® As modified, the lowa-Nebraska 
|version went like this: 
A federal law would be passed 
ito allow the producers to collect 
10¢ a head on cattle, 5¢ on hogs 
and 2%¢ on sheep as they are 
marketed. The proceeds, variously 
| calculated at from $7,000,000 to 
| $10,000,000, would go to a new 
agency, the National Meat Coun- 
cil, for advertising and public re- 
lations use. 

The conference wound up by 


| 


ing a special meeting of directors) ¢ TV networks were the big gain-| submitting the plan for approval 


on March 23, that the board found 
charges of “loose 
groundiess, and Charles W. Staab, 
vp in charge of circulation, vigor- 
ously denied a charge by Mr. Berne 
that the newspaper had spent more 
than $276,000 to gain 6,000 new 
subscribers. Mr. Staab said that 
80,285 new subscriptions had been 
sold during 1955. 


Potts-Woodbury Adds 
Staley Milling: Names Cahill 
Potts-Woodbury, Kansas City, 
Mo., has been appointed to handle 
advertising for Staley Milling Co., 
Kansas City, manufacturer of feeds 
for livestock and poultry and corn 
meal, corn grits, corn cones and 
corn flour. Bozell & Jacobs for- 
merly handled the account. 
FPotts-Woodbury has named Jo- 
seph M. Cahill Jr. an account ex- 
ecutive. Mr. Cahill formerly was 
on the sales staff of KCMO-TV. 


ers for both. CBS-TV increased 


| ABC-TV time sales shot up by 53%. 


e CBS-Hytron (tubes) lost money 
in ’55 “due to the high develop- 
mental costs in color as well as to 
heavy price competition in picture 
tubes.” CBS-Columbia (receivers) 
also failed to operate profitably. 


e ABC-Paramount organized a re- 

\cord division primarily to exploit 
lsongs developed on its “Mickey 
Mouse Club” tv show. CBS organ- 
ized a record club and also moved 
into the tv cartoon field, purchas- 
ing Terrytoons Inc. outright and 
buying a 25% interest in UPA. 


to the National Livestock & Meat 


spending” |\its gross time sales by 29% while | Board and other livestock associa- 


tions. Then it authorized its steer- 
|ing committee to call a meeting of 
| meat industry representatives from 
| all 48 states. Tentatively, the meet- 
ing is set for Des Moines, April 23. 


® Reaction from the sidelines has 
been varied, and a little confusing. 
The packer-supported American 
Meat Institute—which conducts 
the industry’s chief current insti- 
tutional advertising program—as- 
sumed a careful “no attitude” po- 
sition. 

So did the Meat Board, at first. 
Before the Omaha meeting it 


pointed to the success of the poul- 
try growers and the dairy industry 
in the promotional field. 

Mr. Plager estimated that the 
food stores and the packing indus- 
try between them spent about 
$100,000,000 on meat advertising 
and promotion last year. “But the 
retailer isn’t spending any time 
on nutritive values; it’s all price,” 
he said. “In the packing industry, 
the emphasis is on brands.” 

And how would the new cam- 
paign help ease the farm sur- 
pluses? 

“Consumers can eat up a lot 
more of the grain surplus on a 
high animal protein diet than on 
a grain diet,” Mr. Plager explained. 
“If we’d had this program five 
years ago we wouldn’t have all 
the grain surplus we now have.” 


Jordan, Hixson & Jorgensen 
Merge: Adds Account 
Jordan Co., Los Angeles, with 


| thought and consultation among 
;}members of a family, the 60- 
| second commercial is too fleeting,” 
| said Mr. Jones. “In tv you’ve got 
|to entertain them all. That’s well 
and good when you're selling a 
30¢ product. When you are at- 
tempting to sell a product that 
costs from $3,000 to $5,000, then 
|you must have selectivity. And I 
|say you can only get that from 
print advertising—from newspa- 
pers and magazines.” 

Mr. Jones, who said he is not 
prejudiced against tv, since his 
agency “works both sides of the 
street,” had a word for tv nets. 

“Programming attitudes have 
never been more arrogant with 
less justification,” he said. “Class 
A time is being auctioned off to the 
highest bidder, and the results 
'don’t justify it. The day of the big 
; Smash hit is over. Ratings of 50 or 
60 are a thing of the past.” 


e From its own position at the ra- | planned to have no part in the pro- 
\dio-tv media summit, CBS af-|posed promotion. Then it appar- 
firmed a “conservative optimism,” | ently changed its mind, and Carl 
while warning that a “cloudy cli-| Neuman, manager of the Meat 
mate in Washington” must be Board, turned up as a member of 
taken into account in assessing the the steering committee. 

network’s outlook for this year. There was also some outspoken 


billings in excess of $500,000, has|® The perfect advertisement, in 
merged with Hixson & Jorgensen,| Mr. Jones’ view, is the ad that is 
Los Angeles. Both agencies are| not talked about but acted upon. 
members of the American Associa- | “Advertising properly prepared 
tion of Advertising Agencies. Paul | Should be as persuasive and yet as 
Jordan, president of Jordan Co.,| unidentified—both before and af- 
becomes vp and general manager | ter taking—as vodka in a martini. 
of Hixson & Jorgensen in the move,| The greatest compliment we can 
and will bring key personnel with | pay to advertising is to have people 
him. unaware that it has influenced 
Alpha Beta Food Markets,| them at all.” 

Southern California food market 
chain with 30 stores, has named 
Hixson & Jorgensen to handle its 
advertising. Warren Fehlman Inc. 
previously had the account. 


It Was Harry. Not Irving 

Last week AA reported that Ed- 
ward Rostock had resigned from 
Irving Serwer Advertising Inc. to 
open his own art service in New 
/York. AA inadvertently described 

William H. Briggs Jr. has joined | Irving Serwer Advertising as “now 
Monroe F. Dreher Inc., New York,|known as Gore-Serwer Advertis- 
as director of marketing and re- | ing.” Actually, the former Harry 
search. Mr. Briggs has been with |Serwer Inc. is now Gore-Serwer 
the National Assn. of Wool Man- Advertising. Irving Serwer Adver- 
ufacturers, where he was chief of tising Inc. continues in business at 
the statistics division. 250 W. 57th St., New York. 


Briggs Joins Monroe Dreher 
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If you have a say in the way a product is packaged ¥ . 


Look into Styron 
plastic containers . . 


your customers will 


THE DOW CHEMICAL COMPANY 
Plastics Sales Dept. PL437M. 
Midland, Michigan 


Gentlemen: Please rush your free catalog of Styron 
plastic containers. 


Name . Title. 


Firm Name__ 


Business Address__ 


a Zone. State 


you can depend on DOW_PLASTICS 


See yo Re 


er ae 


Styron 


can make you a hero 


Put yourself in these well-polished shoes for a moment. Like this gentleman, 
you have your choice of Styron® plastic containers. And like him, you may have 
some products that could use some sales help. Make great things happen by 
packaging those products in Styron! 


Styron plastic containers offer protection in rigid packing, shipping and display. 
They're printable or ready for your label. They come either transparent or 
opaque, in hundreds of stock or custom-made sizes. They're proved point-of- 
sale eye-catchers. And as for merchandising power, there’s nothing like them 
on the market! 


Put your products on display in Styron am containers, Send for the free 
forty-eight page Styron catalog of packages. Sales records prove it’s the 
best way to head yourself toward faster pe and profits. THE DOW CHEMICAL 
company, Midland, Michigan. 
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Kwow 
UW 
D 10 . this is 
HONEY -FOR-BREAKFAST 
WEEK and also i 
‘ 


NATIONAL CONSERVATION 
WEEK 2 


... but EVERY DAY is an 


| OIL MARKETING DAY 


And all year long, decision-making buyers in this 
$12,000,000,000 petroleum and TBA marketing field 
refer to the NPN FACTBOOK for valuable marketing 
data. Make sure they see your story on TBA and oil 
marketing equipment. Add the mid-May FACTBOOK 
to your regular NPN schedule. Do it now. 


*Forms close April 16! 


National 
Petroleum 
News 


the McGraw-Hill Magazine of OIL MARKETING 
@ @ Estoblished 1909. Published monthly 
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Advertising as a Per Cent of Sales 


Reprints of the ApvertisiInc AGE-University of Illinois study of 
the percentage of sales devoted to advertising by 2,325 companies 
are available from the Library, Apvertistnc AGE, 200 E. Illinois 
St., Chicago 11, Ill., at $1 each. Please send check with order. 

The study gives figures for the year 1954 for 70 different busi- 
ness categories, and is the largest and most comprehensive analy- 
sis of advertising as a percentage of sales which has been made 
since the report by the Federal Trade Commission more than 15 
years ago. 


| R&R Gets Lee, Disney Hats | ‘Toronto Star’s’ 
Frank H. Lee Co., Danbury, 


|Conn., has named Ruthrauff &| Fate up to Lawyers 
Ryan, New York, to handle adver-| P . , 
tising for its Lee and Disney hat Says Premier F rost 

lines. Lee said it plans to “increase 


the company’s advertising and _ TORONTO, March 27—The ques- 
promotional activities around its 0" of whether the Toronto Star 


‘hat wardrobe’ and women’s-in- Property must be sold by April 8 
fluence-on-selling concept” and | @S brought up in the Ontario 
that it picked R&R because of the legislature last week. 

agency’s “unusually fine record in| I reply, Premier Frost made 
related product fields.” E. A. two positive statements: 
Korchnoy Ltd., New York, is the 
former agency. 


|@ He will not repeal the Chari- 
| table Gifts Act, which would force 
dispersal of 90% of the wealth of 


cy 
FEATURING THE — 


The Southwest American Exposition will 
be the Southwest's biggest 1956 attraction— 
a mammoth agricultural, industrial and enter- 
tainment display plus the original “Atoms for 
Peace” exhibit shown at the Geneva conference 
last summer by the Atomic Energy Commis- 
sion. This will be the first and only public 
showing of this world-famous exhibit and will 
be sponsored by the Oklahoma Frontiers of 
Science Foundation and the State of Oklahoma. 

Other features of the Exposition will be a 
Standard of Perfection Livestock Show, 
Manufacturers’ Exposition, National Cotton 
Fashion Festival, Do It Yourself Show, and 
entertainment attractions of unique and out- 
standing quality. 

SPECIAL EXPOSITION SUPPLEMENT APRIL 22 

Special sections of The Daily Oklahoman 
will be published Sunday, April 22, devoted 
to the Southwest American Exposition and 
the “Atoms for Peace” exhibit. Advertisers 
are offered a valuable opportunity to tell their 
sales or institutional story in this special 
edition, reaching more than a million potential 
customers from top management on down. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


The Oklahoma Publishing Company * The Farmer Stockman 
WKY, WKY-TY, Oklahoma * WSFA-TV, Montgomery, Alo. 
y Represented by The Katz Agency 


the Toronto Star to charitable or- 
ganizations by April 7. 


e He will let the law take its 
course. 

It would seem from the Pre- 
mier’s remarks that if there is any 
dispute as to the actual intent of 
|the Charitable Gifts Act, the law- 
|yers can do the arguing. 
| (The Charitable Gifts Act pro- 
|vides that the Atkinson Founda- 
tion’s interest in the Star must be 
disposed of within seven years of 
the passage of the act, April 8, 
1949, “or within such extended 
period as may be determined by 
the Supreme Court.”) 

Mr. Frost’s only reference to the 
disposal of funds of charitable 
foundations was to the extent that 
he drew the attention of the legis- 
lature to the way in which the 
Ford Foundation had “not left all 
its eggs in one basket.” 

The Atkinson Foundation got 
involved in the legislature debate 
through a report of Welfare Min- 
ister Cecile’s comments on the 
work being done by the Founda- 
tion. 


|'BBDO Reassigns A.E.s; 
Appoints 3 to Coast Statf 

_ Batten, Barton, Durstine & Os- 
|born, Los Angeles, has reassigned 
several executives on its Rexall 
Drug Co. and De Soto accounts. T. 
C. Dillons, vp, will be group super- 
visor on the Rexall account, with 
Robert Herzbrun and Carroll Su- 
gar account executives and R. D. 
Kroger as assistant account execu- 
tive. The agency has named How- 
ard J. Broad, with BBDO three and 
a half years, regional account ex- 
jecutive on the De Soto account, 
succeeding Mr. Sugar. William L. 
Bateman, formerly copy supervisor 
of Elwood J. Robinson & Co., also 
has been appointed to the Los An- 
geles copy staff. 

Arthur Abel, formerly with Joe 
Sinel, industrial designer, and Rob- 
ert Biancalana, previously with 
Kudner Agency and Boland Asso- 
ciates, have joined the agency’s art 
department in San _ Francisco. 
Jerry Gazlay, formerly with Fred- 
erick E. Baker & Associates, has 
been named an assistant account 
executive in San Francisco. BBDO 
also has transferred Donald M. 
Rowe from the San Francisco of- 
fice to Hollywood as supervisor of 
radio-tv production. 


Behr-Manning Advances 3 

Harry W. Seifert, advertising 
manager of Behr-Manning, Troy, 
N.Y., a division of Norton Co., has 
been appointed assistant director 
of sales promotion and advertising. 
He will assist Henry J. Sidford, di- 
rector of the department. Howard 
J. Howe has been named advertis- 
ing manager of the tape division, 
and Frederic C. Regan has been 
appointed advertising manager of 
the abrasives division. 
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Nutrilite Ads— 
Made to Be 
Merchandised 


HOLLywoop, March 27—An) 
advertising idea, no matter how 
good it may be, is not complete 


without a fully integrated sales|ses and 500-word outlines of pro- | 


promotion program, Peggy) 
Shaw, advertising manager of 
Mytinger & Casselberry, Long 
Beach, told members of the! 
Hollywood Advertising Club 
last week. The company is the 
international distributor of Nu- | 
trilite food supplement. 
Mrs. Shaw said the Nutrilite | 
organization looks at advertising 
as sparking sales promotion, | 
which sparks motivation, which | 
sparks sales. More sales mean| 
more advertising in this cycle, | 
she said. Current Nutrilite sales 
are in excess of $25,000,000 an-| 
nually, she reported. 
The company is a direct sales | 
organization, and has 60,000) 
men and women as “distribu-| 
tors.” Advertising must be pro-| 
ductive, Mrs. Shaw said, be- 
cause 80% of the ad budget 
comes from these direct sales 
people. They vote on ad plans) 
each year, making their choice 
on the basis of the sales promo- 
tion tools each plan provides. 


® Basically, advertising is con- | 
sidered in the light of the print- 
ed material it makes possible, 
Mrs. Shaw declared. “Millions 
of pieces” are printed each year 
as aids to direct selling, she! 
said. 
She revealed that all of the) 
company’s fundamental mate- | 
rial about Nutrilite is based on 
and taken from a consent de- 
cree signed in June, 1951, fol-| 
lowing a complaint by the Food | 
& Drug Administration in 1948. 
At that time, a booklet, “Cus- | 
tomer’s Book,” developed in| 
1945 was being used. From 1945 | 
to 1948 a total of 400,000 copies | 
of the booklet were printed and | 
furnished to the “distributors,” 
who were told not to give them | 
away. Instead, the booklets! 
were loaned. This system pro- | 
vided two shots at a prospective 
customer—when he got it, word 
when it was picked up, at which | 
time the effort was made to} 
complete the selling job. 


® Use of the booklet was dis- 
continued when FDA ruled it 
did not contain adequate scien- 
tific support for Nutrilite) 
claims. When the consent de-| 
cree was signed, the text was | 
reprinted with notes, and the 
sales force was given the re- 
print, under the title, “Know 
Where You Are Going.” 
Currently, five versions of 
the decree are used as sales lit- 
erature, under the headings of 
vitamins, cooking, diet and nu- 


sion. More than 12,000,000 cop- 
ies of the various versions have 
been printed and distributed 
since June, 1951. 

In all cases this material is 
used by Nutrilite “distributors” 
as a means of opening doors of 
prospective customers. In the 


tial schedule was carried in 
general magazines, reprints 
were furnished at least six 
weeks in advance of issue. 

To carry out the objective of 
establishing the Nutrilite name, 
all ads were full pages in color. 
The minimum use of these re- 
prints was 200,000 for a single 
ad. 


= When Nutrilite sponsored 
Dennis Day on NBC Radio in 
1954, this program was used as’ 


a springboard in a different man- 
ner. The company bought a variety 
of small premium items. The only 
reference to Nutrilite was a plug 
for the Dennis Day program. These 
gifts were used as door openers by 
the direct sales force. 

In September, 1955, “Nutri- 
lite Theater” was sponsored on 


NBC Radio. This was used to de-| 


velop a contest in connection with 
the program. The contest offered 
prizes for the best 50-word synop- 


| gram ideas. 


gun publication of a house organ, 
“Nutrilite News,” and two con- 
sumer publications, “Your Nutrilite 
Magazine,” and “Your Junior Nu- 
trilite Magazine.” The former has 
an average distribution of 150,000. 


11 


|of the company’s increase of salesadvertising tied to sales promotion. 


To enter, it was necessary for an| from its $50,000 annual volume of Nutrilite’s advertising agency is 


try blank from a Nutrilite “dis- 
tributor.” <A 
blanks were given out. 


total of 500,000) 


More recently, Nutrilite has be- 


Mrs. Shaw declared that much) 


aspiring playwright to get the en- 10 years ago could be attributed toDan B. Miner Co., Los Angeles. 


And one can’t UNSAY it! 

Maybe it was printed, broadcast, tele- 
vised Somebody thinks it’s Libel, 
Slander, Piracy of his format or mo- 
terial, Invasion of Privacy, Copyright 
Violation. Accusing Agency, lient, 
Performer—anyhow, a claim is made 
THEN you should hove our unique 
POLICY which is devised to take the 
sting out of the claim. This INSUR- 
ANCE is amazingly inexpensive. Get 
data and rates NOW, before any 
claim is lodged. 


WRITE FOR BETAILS 
p CAND RATES 7° 
_ EMPLOYERS. 
REINSURANCE 


CORPORATION 
-Insurance Exchange 
Kansas-City,-Mo. © 


many of whom use this unique means of transporation daily. 


KDKA. 


Coo WESTINGHOUSE 


RADIO 
BOSTON —W5BZ+WBZA 
PITTSBURGH—KDKA 
CLEVELAND—KYW 
FORT WAYNE—WOWO 
PORTLAND KEX 


*|st in 466 out of 496-'4 hours 


TOP 10 daytime shows 
TOP 10 evening shows 
weekend 
TOP 10 daytime shows 
in the Pittsburgh Market 


And it’s a sure sales-winner, as proved by its 
long list of advertisers. Why not push your 
product where it really rates? Call KDKA, 
GRant 1-4200, and ask John Stilli, Sales Man- 
ager, for availabilities. Or call WBC National 
Sales Manager, MUrray Hill 7-0808, New York. 


Pulse —/5 Courtty Area 


- Pittsburgh 


BROADCASTING COMPANY, INC. 


TELEVISION 
BOSTON —-WBZ-TV 
PITTSBURGH —KDKA-TV 
CLEVELAND—KYW-TV 
SAN FRANCISCO —KPIX 


KPIX REPRESENTED BY THE KATZ AGENCY, INC. 
ALL OTHER WEC STATIONS REPRESENTED BY PETERS, GRIFFIN, WOODWARD, INC. 
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More Corn P. me 
er Acre « How Fie 
ive Farmers Ciear 


Southern Edition 
Land+“The Di ‘< 
e Duster —a story about the Southwest 


-“The Duster —@ story 


n Rough It Too 
‘re Fertilizing Ranges 


Purebreds Ca 
Now They 


Western Edition of the Southwest ° 


¢ People li 
ple like to read advertising in magazin 
es.. 
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AN EXTRA DIVIDEND... 


To those who have helped in the building of a successful business there often comes 
an extra dividend. Not measurable in dollars and cents, it is born of the knowledge 
that the product of the business enriches the lives and contributes to the well- 
being and happiness of the people who buy it. 


When the product is a magazine, this extra dividend must be shared with the 
advertisers who have helped to make it possible. 


Today, our circulation exceeds three and a half million. Twenty 
years ago, fewer than one and a half million families subscribed to 
Farm Journal. 


Today, advertisers are investing in Farm Journal at the un- 
precedented rate of more than a million dollars per issue. Twenty 
years ago, the size of a typical issue may be judged by the fact 
that the total advertising revenue for the entire year amounted 
to less than half a million dollars. 


Today, it takes a full time editorial staff of more than 40 men and 
women who know and love their work, aided by a host of top notch 
contributing editors and a flock of correspondents to produce a 
single issue of Farm Journal. Twenty years ago, the entire editorial 
staff could be counted on the fingers of one hand. 


a weex aco, the April 1956 issue of Farm Journal was delivered in four tailor- 
made regional editions, edited and printed on a news magazine schedule, packed 
with a wealth of money-making agricultural news and service articles from every 
corner of the nation, and warmed with home and family features which feed and 
satisfy the desire for a good life as well as a good living. It is the largest and finest 
farm magazine we have ever produced. 


We are proud and pleased to be able to pass this extra dividend on to the many, 
many companies, large and small, which have made it possible for us to produce 
the magazine which farm families everywhere love and depend on. . . Farm Journal. 


Aah aunfaliviarn. 


Publisher = 


... FARM JOURNAL 230 Washington Square, Philadelphia 5, Pa. 
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Mertz, Rod H. Minchin, David J. Bailey 
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1709 W. Eighth St., Walter S. Reilly, 
Pacific Coast Manager, Jomes March, 
Loren E. Hays 

San Francisco (3): Simpson-Reilly Ltd., 
703 Market St., Richard McCarty, Mgr. 


EDITORIAL 


Editor, S. R. Bernstein 

Executive Editor, John Crichton 
Managing Editor, Jarlath J. Graham 
Assistant Mcnaging Editor, Don Morris 
Washington Editor, Stanley E. Cohen 
Feature Editor, Emily C. Hall 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gara, Lawrence Bernard, Milton 
Moskowitz. Chicago: Murray E. Crain, 
Al Stephanides, Lambert S. Botts, 
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Myron A. Hartenfeld, circulation director. 


The Canadian Tax on Advertising 


While the prime minister of Canada, the President of the United 
States and the president of Mexico were presumably discussing how 
to improve mutual relations at White Sulphur Springs, W. Va. (where 
the American Assn. of Advertising Agencies will be holding its annual 
meeting, as usual, later this month), Finance Minister Walter Harris 
of the Dominion of Canada dealt an unexpected blow to neighborly 
understanding by imposing a 20% excise tax on gross advertising 
revenue of Canadian editions of “foreign” publications. 

Mr. Harris’ action was a considerable shock to publishers of those 
“foreign” magazines—such as Time and the Reader’s Digest—whose 
Canadian editions are principally affected, as well as to a good many 
people who have no direct interest but who nevertheless believe the 
tax is a backward step in the relationship between two nations which 
have had the most remarkable neighborly relations. 

Mr. Harris deserves credit for one thing: The reason for the tax was 
clearly spelled out, and there was no double-talk about its purpose. 
It is punitive in nature, designed to make publication of Canadian 
issues by “foreign” publishers less attractive, and to keep Canadian 
advertising dollars in Canadian-owned periodicals, if possible. 

“In this field,” said Mr. Harris, “very exceptional measures can be 
justified ... The publication and circulation of magazines by Canadi- 
ans, for Canadians, telling about Canadians and what they are doing 
and what they have to sell, seems to us a basic and essential thread 
in the fabric of our national life. And I am talking now, not merely 
of the magazines that deal to a greater or lesser extent with broad 
political and economic affairs, but also about the magazines that cir- 
culate among housewives and business men and members of trade 
associations. Indeed, how could we contempiate a situation in which 
purely Canadian magazines did not exist?” 

A good many United States business men, advertisers and publish- 
ers will, we believe, agree that the problem faced by Canadians is a 
difficult one, and that they can scarcely be blamed for wanting to see 
more home-grown and less U. S.-grown reading matter in Canadian 
homes and offices. But the remedy seems a drastic and a not too 
clever one. 

Canadian newspapers, which are not much affected by U. S. prop- 
erties as advertising competitors, seem generally unhappy over the 
new excise tax. On the other hand, the Periodical Press Assn. of 
Canada, a federation embracing the Agricultural Press Assn., the 
Business Newspapers Assn. and the Magazine Publishers Assn. of 
Canada, seems not only to favor the tax but to have had a major 
part in developing it. 

We beiieve that any tax on advertising—for any reason—is a bad 
tax, because advertising is a means of generating business. And the 
generation of business ought never to be taxed. In this instance, we 
believe the tax is doubly bad, because in addition it marks a serious 
backward step in Canadian-U. S. relations. 


The ‘Cincinnati Enquirer’ Situation 

Practically everyone in and out of advertising cheered a few years 
ago when employes finally put over a deal to take over the Cincin- 
nati Enquirer and run it. 

Since then the Enquirer has looked like a potent argument for those 
who believe that employe ownership means progress and success for 
an enterprise. To outsiders, it has looked as though the Enquirer was 
doing sensationally well, both in circulation and advertising. 

But now we see the sad sight of an internal dispute over manage- 
ment activities, in which the gains made by the Enquirer in revenue 
and net profit are disregarded, while the employe-owners belabor 
each other over side issues. Is this another case in which people can’t 


stand prosperity? 


. and for the new boat account, 
half pages.” 


—John H. Hess, The Godfrey Agency, Lancaster, Pa. 


he won’t buy anthing but island 


What They're Saying 


No Time on Their Hands 

There should be a clear-cut divi- 
sion of responsibility in an agency 
between radio-television buying 
and print media purchases. No- 
where is the value of such a sys- 
tem more graphically demonstrated 
than in the case of Pepsodent’s 
1956 advertising activity. 

A substantial portion of this ac- 
count’s broadcast appropriation 
will go to spot radio, with extreme- 
ly heavy frequency in the leading 
markets across the country, in- 
cluding major metropolitan areas. 
Clearing such large amounts of) 
time before the campaign got un-| 
der way involved the fulltimé 
services of three timebuyers. And 
most of the spots were individually 
negotiated, since we were stressing 
early morning time, the most de- 
sirable periods in radio today. 

I hardly need add that none of 
the timebuyers had time on their 
j/hands. And certainly no time to 
| weigh and decide on the purchase 
lof several hundred thousand dol- 
| lars’ worth of print media over and 
labove his broadcast responsibil- 
| ities. 

Faced with the problem of buy- 
ing both space and time for Pepso- 
|dent, we would somehow have 
managed. But I don’t believe that 
either the radio time we cleared or 
|the publication space we arranged 
| would have been as well suited to 
the client’s marketing problem if 
responsibility for both had been 
lodged in one buyer. 

—Arthur S. Pardoll, director of broad- 

cast media, Foote, Cone & Belding, be- 


fore the Radio & Television Execu- 
tives Society, March 6, 1956. 


The Way It Is 

The security of any business de- 
pends primarily on its ability to 
remain profitable. It cannot con- 
tinue profitable without remaining 
competitive. And in order to re- 
main competitive, an enterprise 
must make continuing capital 
linvestments in technological im- 


‘provements and in the replace-_ 


ment of worn-out plant and ma-| 


chinery. And to me, the most 


wonderful aspect of our system of | 
work is that an enterprise can and | 
does remain competitive and prof- | 
itable without abridging the per-_ 
sonal freedom of the individual, | 
| without impairing his political lib- 
erty, without subordinating the in- 
dividual to the enterprise or to the 


state. 
—Roger M. Blough, chairman, U. S 
Steel Corp., speaking at the Founders 
Day banquet, Golden Jubilee in Gary, 
Ind., March 12. 


‘Keep It Simple 


Whenever I am asked to define 
public relations, I wish that salty 
old Noah Webster were here to de- 
fend my notion that public rela- 
tions requires no involved or ab- 
struse definition—that it means 
what it says, namely, relations 


with the public. 
~—Howard Stephenson, LL.D., Boston 
University, speaking before the vol- 
unteer executives of the YWCA of 
Boston, March 6 


Quality and Competition 


Perhaps you are aware of the, 


fact that, so far, RCA has spent 
$70,000,000 in pioneering and de- 
veloping color tv. This huge outlay 
was made, believe me, because of 
RCA’s belief in two factors: that 
the public must be served with 
quality merchandise, justly priced 
if the public is to buy that mer- 
chandise; and that business prog- 
ress and profits can best result 
through competition. 
—Martin F. Bennett, director, regional 
operations, Radio Corp. of America, 
at a marketing symposium conducted 
by the Chicago Assn. of Commerce & 
Industry and the American Marketing 
Assn. 


Windy, Too 

One of the Village truckers ad- 
vertises (not, alas, in this paper) 
that “we are trustworthy, loyal, 
courteous, kind, obedient, cheerful, 
thrifty, brave, clean, reverent and 
insured.” 


—John Wilcock, in the Village Voice, 
Greenwich Village, New York, March 


Pierre Martineau talks of the 
importance of image building in 
today’s advertising. That’s proba- 
bly what a brewer has in mind 
when he backs a bowling team. 

e 


Admirers of P&G as the world’s 
greatest advertiser exclaimed, “We 
wuz robbed!” when General Mo- 
tors was put in first place by PIB 
through the elimination of radio 
expenditures. 


Right after Gov. McKeldin ve- 
|toed a Maryland bill designed to 
|keep a Canadian brewery out of 
|the state, Canada slapped a 20% 
advertising tax on Canadian edi- 
|tions of U.S. magazines. 


| The worst thing about the mil- 
lions of dollars of wages lost by 
Westinghouse employes in their 
|156-day strike was the way their 
|families fell behind in payments 
on their Westinghouse appliances. 


Don Francisco, who is retiring 
from JWT after 42 years in the 
advertising vineyard, will go down 
in history as the man who made 
breakfast orange juice an Ameri- 
can institution. 


Burt Lancaster says “Marty,” the 
Oscar champion of 1955, cost $343,- 
|000 to produce, and grossed $2,- 
000,000 on the strength of $500,000 
worth of advertising. 

Any questions? 


“What’s wrong with lobbying?” 
|asks an AA feature writer. 
Mainly the lobbyists. 


It’s too bad, but the people who 
had to look at the financial state- 
ments decided that the sprightly 
'magazine Better Living would be 
better dead. 


The Oakland Zone Chevrolet 
Dealers’ Assn. is running newspa- 
per ads attacking phony deals, and 
likewise shows a nice command of 
language in asking, “Who's kidding 
whom?” 


Automobile sales in the first 
quarter were off 17%. Maybe the 
|best approach now, after all the 
wheeling and dealing, is to explain 
that hereafter the cars will be sold 
instead of given away. 


“Tell all in first letter,” admon- 
ishes R. G. LeTourneau in inviting 
response from industrial admen. 

But almost everybody prefers to 
hold back a little something. 


“Farm raised, managed both 
farm and ranch,” says a classified 
advertiser looking for a marketing 
job. 

These days its getting harder to 
keep them down on the farm. 


Most of the phenoms who were 
knocking down the fences in the 
exhibition games a few weeks ago 
are now beginning to head back to 
the minors for another season. 

Copy Cus. 
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er re mana 


Advertising Linage is the Final Measure 
of a Newspaper’s Sales Power 


How do 
Women’s 


special 
SOps 
rank 


Philadelphia 
newspapers? 


First in National Advertising 


First in Retail Advertising 


First in Classified Advertising 
First in TOTAL Advertising 


Linage Source: Media Records 


TOTAL WOMEN’S SPECIALTY SHOP ADVERTISING 
1955 - 


INQUIRER | | BULLETIN 
2,539,000 lines | 1,565,000 lines 


In 1955 The Inquirer carried over 2,500,000 lines of Women’s 
Specialty Shop advertising ...a leadership of 974,000 lines 
over the second newspaper. 


1955 marked the 16th consecutive year that Women’s Specialty 
Shop advertisers have made the Inquirer their first choice for 
sales in Delaware Valley, U.S.A. 


The Philadelphia Pnguirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 
NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; : 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260. 


West Coast Representatives: 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 
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tyrant, Shakespeare’s ‘‘Richard III,” enjoyed an equally astounding post-mortem - 
success on NBC. Together, the two programs constitute a stunning endorsement of §& 
the mass audience appeal of NBC’s quality programming. 


“Fhe Twisted Cross” is one of NBC’s exciting Project 20 Events on the currents 
and eddies of the 20th Century. Produced by Henry Salomon, scheduled at peak @ 
viewing hours, these unusual programs bring new force, new vigor to a sponsor’s 
advertising. More Project 20 Events are in preparation on the network where... 
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WHAT’S MORE, the 1,152,497 Elks are mature 
men with incomes well above the national 
average. They give preference to products 
advertised in their magazine. 


THE MAGAZINE 


New York « Detroit * Chicago * Los Angeles 


‘Simplicity Pattern’ Revises 
Format, Rate, Guarantee 

| Simplicity Pattern Book, which 
has achieved a circulation of 533,- 
400, will guarantee circulation and 
revise its ad rates, size and format 
with the 1956 fall-winter issue. 
This issue will also introduce 
|Simplicity’s Children, a_ special 


section for children’s clothes. The | 


new format will include 25% more 


|pages per issue plus increased use| 
of fashion photographs and color) 
throughout. Page size will be re-| 


vised to the standard 8%4x11%%” 


circulation of 500,000, will go on 
sale Jan. 15. The summer is- 
| sue, guaranteed circulation of 400,- 
| 000, will be on newsstands April 
15. The fall-winter issue, 500,000 


-——— ~~ guaranteed circulation, will go on 


lsale Aug. 15. New advertising 
rates based on the new guarantees 
will be $3,000 for a b&w page in 
the 500,000 circulation issues and 
| $2,400 per b&w page in the 400,000 
|circulation issue. 

| 


‘New York AANR Chapter 
Produces Education Film 

| The New York chapter of the 
|American Assn. of Newspaper Rep- 
|resentatives has produced a new 
| general newspaper slide-film pre- 
| entation which is to be shown to 
|national advertisers and agencies. 
| The 18-minute showing is intended 
‘as an “educational” approach to 
newspapers and their influence 
and coverage. 

Titled “What’s the Big Idea?”, 
|the 42-frame colored filmstrip is 
| being distributed to the 10 AANR 
|chapters in other cities and to in- 
terested newspapers. 


YOU MIGHT SWIM 100 YARDS IN 49.2 SECONDS*— 


BUT. - « YOU NEED WKZO-TV 
TO MAKE A SPLASH 


AMERICAN RESEARCH BUREAU 
November 1955 Report 
GRAND RAPIDS-KALAMAZOO 


NOTE: Survey based on sampling in the fol- 
lowing proportions—Grand Rapids (44.8%), 
Kalamazoo (19.8%), Battle Creek (18.3%), Mus- 
kegon-Muskegon Heights (17.1%). 
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She Pelyer Hations 
of 

WKZO-TY — GRAND RAPIDS- KALAMAZOO 
WKZO RADIO — KALAMAZOO.-BATTLE CREEK 
WJEF RADIO — GRAND RAPIOS 
WJEF-PM — GRAND RAPIOS-KALAMAZOO 
KOLN-TY — LINCOLN, NEBRASKA 


Asmocieted with 
WMBD RADIO — PEORIA, ILLINOIS 


IN WESTERN MICHIGAN! 


eet C — bs wrt 2 vec pen pon phece 5 Sate at for 
with Higher Ratings alamazoo-Gran¢ apids and Greater Western Michigan. 
It's Channel 3 with 100,000 watts from a 1000’ tower. 
MONDAY THRU FRIDAY | WKZO-TV Station 8 Delivers brilliant picture to almost 600,000 television 
8 a.m. - 6 p.m. 109 91 ‘ rr 7 . 
homes in 29 Western Michigan and Northern Indiana 
6 p.m. - 11 p.m. 80 20 7 : 
counties—one of America’s top-20 TV markets! 
SATURDAY AND SUNDAY # 
10 a.m. - 11 p.m. 87 7 New ARB figures (left) show that WKZO.TV is the BIG 
favorite—morning, afternoon and night, not only in Kala- 


mazoo and Grand Rapids, but also in Battle Creek and 
Muskegon as well! 


100,000 WATTS—CHANNEL 3—1000' TOWER 


WKZO-TV 


Kalamazoo—Grand Rapids 
and Greater Western Michigan 


Avery-Knodel, Inc., Exclusive National Representatives | 


*Richard Cleveland set this World's record at Columbus, Ohio, in February, 1952. 
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Getting Personal 


Stephanie Rosemary Wagner, in the public relations department 
of Grey Advertising, New York, will be married in May to Arthur 
Goodhart Altschul. . . 

Edgar J. Buttenheim, co-publisher of American City, Contractors 
& Engineers and other business papers, has been chosen “Boss of 
the Year” by the New York City chapter of National Secretaries 
Assn. He was nominated by his secretary, Mrs. Alicia Cogan, who 
said: “To his several hundred employes, he exemplifies the ideal 
boss by his demonstration of personal interest in each and every 
one, maintaining at all times an open-door policy.” . . 


ROPED—Spring weddings are planned by these young couples in the 
broadcasting department of Leo Burnett Co., Chicago. Left to right 
are Sue Stanley and Mike Gilroy; Janet Fleigner, George Wilcoz; 
Liz Hoel and Ed Gallagher; Cynthia Miles and Bill Johnson. This 
wholesale onslaught is said to have caused the remaining Burnett 
bachelors to band together to resist further attack. 


Duncan D. Sutphen Jr., executive director of Gotham Advertis- 
ing Co., New York, has been elected president of Phelps Memorial 
Hospital, North Tarrytown, N. Y... 

A new listener has been added to the audience of Station WDVA, 
Danville, Va. Program director Dick Campbell and wife Niki are 
parents of a 7 lb., 3 oz. daughter, Alexis Nicole, born Feb. 17... 

A. C. Spectorsky, NBC television executive and author of the 
critique, “The Exurbanites,” had some good words to say about 
life in Exurbia when he spoke before the monthly luncheon of the 
Publishers Adclub recently. Himself a transplanted exurbanite, Mr. 
Spectorsky said moving to Exurbia provides a wonderful focal 
point for a new goal in life: “How the hell do I get back to the 
GRIT cc 


Goop pAY—Nassau is the locale, and the successful fishermen are, 

(standing, left to right) Mrs. Emmett Heitler, Mrs. Ed Richer, and 

E. R. Richer, vp, Grey Advertising Agency, New York. Kneeling 

are two crew members and, on right, Emmett Heitler, vp and gen- 
eral manager of Shwayder Bros., Denver. 


Melvin Helitzer, director of public relations for Ideal Toy Corp., 
is in charge of the radio-tv department of New York state’s Steven- 
son for President Committee .. . 

Thomas D’Arcy Brophy, chairman of the board, Kenyon & Eck- 
hardt, is the new chairman of the advertising and public relations 
division of the Committee of American Industry, which is spear- 
heading a nationwide appeal to raise $10,000,000 for the country’s 
81 medical schools... 

George Brauninger, president of Brauninger News Co., Trenton, 
N. J., was given a testimonial dinner March 21 at New York’s 
Savoy-Plaza Hotel by the Joint Defense Appeal, in recognition of 
“his profound concern with the need to safeguard the democratic 
heritage of all Americans, irrespective of religion or race.” . . 

Minette Gordon was married March 11 at Hotel Pierre, New York, 
to Jerome Pickman, director of advertising and publicity, Paramount 
Pictures Corp., and vp of Paramount Film Distributing Corp... 
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Another 


GOA first! 


General Outdoor Advertising 
racks up another big first in see- 
power for sales power! Now every 
poster in a Manhattan showing 


Now! Every poster in 


MIANHATTAN 


works a night shift ! 


General Outdoor Advertisi 


is illuminated. Now your Man- 
hattan posters work for you day 
and night! 

A poster showing in Manhattan 
gives you tremendouscirculation! 
Because so many people from the 
entire New York area travel to 
work every day in Manhattan, 
strategically placed boards de- 
liver powerful repetition. Because 
a vast number of people who work 
in Manhattan live in Manhattan 
—and form a singularly pedes- 


General Outdoor Advertising Co. 


trian population—they are an 
ideal target. 

Because so much traffic travel- 
ing from one part of the New York 
metropolitan area to another 
must cross Manhattan, more 
than 800,000 vehicles a day de- 
liver another outdoor audience. 

Today your outdoor selling 
power in Manhattan is on a 
stronger, more effective night 
shift! Put it to work for your 
product — your service. 


515 S. Loomis $t., Chicago 7, Illinois 


IN 1300 MARKETS 


— . 
7 
' Rites 2 > i chee : 
_ = ee a re NR =e . = ae 
4 es oa eee ae: —_ pee 
: 4 ae  )) aa es” 5 SS. Be Saaae 7 ees, - te 
es oo / 4 i F Boo FAN Beek 2 Fs i iss al j am mah < - aA = pL, RS eee + ae ; =e <Poe ‘ 
te ee es se a i a 2 _— ot ee oe oS ee ee — 
: . a es : Be: ap eas eee 2 Se Sao : ie | ee la = bon *s 
; ) a ere, see eS gms ae. <i loge ae a . eer a Saag 2 er tee one fe ey 
ee ee Taare Se nce ae a a ae ee > ae — aes See ae oe ears . is 
oe. be) ee oe eS Bs ee ee ee | ae: ‘gh - Sea ee a a wen 4 eee ss i ae. es IK aa uu 
aR Shes eked oa : ee heii ue, | ee a Oe tl ee Come a i rg ; ly Soa Rec ea ek Pee - 
By ae eo eee 0) a : ae see Eo a 4 page he a el ot ae cre. i es Pees oe m - 
eens ee: le a oa oe AP ae ae ee ata E ee ace oa ee = ore ‘ fe ont glen ae ake, ee ' - 
ete Bote ka ee a 2 ee 3s 5 ieee e Pe ae es ee aa oe ae ae ae sees ae. em ge eR { 

Pe ae ae ss _ ~ ee ce eee ee ae . ae ig’ ene st ea ee oe f Te wg ; . 

fe ee ee aa oa a Pees. Sam ea ae ee 2 . a ee | ; Se - 

= Ste eg =. oe ——- Bes =* : a Fae Tas ie ; a \ eee = ae ‘ _ = 

eer Metis ae : a ae a a oa ae A ae 3 ye See ae pepe ae Ree Sex. ; 

2m 2+ a er : a oe as oo a ee em = aa a ae de oe er ae ies 

a -— a * : Stee. 4 ye fa ee eae! se igen ae ’ 

Bes Ae ae - 3 a a. he a 8 ' 3 mas . ‘ 

Bt 3 a . ea ae: ll WUllC : ie vl | : 

Neg oe, oa +_ aon a ee ee je ie ae an _ a ee TR ae pea ena : : 
ee eee es Og os ae z Ce ce Semele eta: JS ee =: : ees f oa ae = : ee oar pe eae A ee Os args a ‘ 
“te eu a at i hi oe ae oe ae in ot ulcers 2 oe a 5, Sees Se Be ae ae Fs = 3 
ce a ed eae he: 4 (cl - ot ae Eis, _ >. a ee on co ae aS be eet. ea: SDSL 

i ies ioe ae - in = ; dete ee Pe oe : ee ee oe eee ort 7 

aa | a ae 2 | F ——— | 

a? ae = a eee sia ie a ee _ a eee = ee 3 ee LA oe a — os 
: ae oa 7 - _ ae on i c a. ae aes ges ee ih = aa a ia oe 4 : 2, 

ae: a : ee a eae ee ee *e ts ‘g 7 ee ee 2 pai ars Fi) ; 

; - aS we a E.. Bae aa 7 ES as a. f Be. 7. a ey ait 
ee oe ae = eae - ng oS 4 woo OP ee a i oe pot : 
23! aS Ae is om. I eee: 4 ES eee ae eo of a aa As i ae er es elke ea c 
ee re q eh lc (<i‘“‘ ee a 
Bio | ;. oe ee eee i ce See ee . 

See Ss A - a ee ee ee ak! tame oe eee. ay pe | eM ne. Oa nt 6 : 
eee ee Nach, pene = Ba ee ae See eae =. ee eli Be Ba ee ee Se ear Bs Ses - 
Stat oS _ i ze J aeaie de eae 33 ah Sere eae) iy Wee ae oe be Sh. ee +e a ; 
ee ee a a ieee = ese ee ae a oe : So ee eee hae, : f 
ee ae ee ee ; an Be oe ae. Behe eet aes 2 Ss fod po Be ae ee — 4 
° eee! wee oa aa eC ey SS eo ee ee a an ae 523 REN oe ary ae i: . 
ce ii a ae ee ey SE ss) _ RS Se he 4 ee ek x4 1 Coca ae ste of aga ht tai i fen (ae or a a: OE ie : : 
4 ‘i So NEON e* gee ied a ay) one ce ees @ en aa q 4 os eee Sy ga a hen , a, 
( ae See ere. a = FP ; oe . : es - ee ee ee Se eae oe «= ‘ 

H = ee ae : = oh ie ao. . = re E Ge | eee: _ ec fie 8 : 

‘ x ee a eae - eo a ee ee a ie lS =e ae + Sly we = 2 

-t eee Bae : LAE Se ge is ee 1, ae Te oo ee iy: (ee a! ae oe og SMe s : 

i 4 oe i 3 aes me = oe Ree ee ee (oer wee cS ne voy r ee aio = ee te ae oe ae : 
ee = ae ea eee ee Be pais = = So eee re wei, a eae St, ii ae fat 3 aed 2 4 a 
pa ae Fare ee Wis ee ae oS ane le fit 22 ae ee ong iia ae | Ve ie hd pe : 
Ss, gee a | > ae Sse. me = ee ote Sh ts 2 aia po ae eae | ; 

2 af a 7 ye pi) cele. el ir hs oS ae , ea Cy ie ne fee See Sa mS % fi d A BS ten. 3K a 5 
i ae a he Pe a ee be wal _ eee Os ee Po os EA eee oo Gage” os, : as 
. ae a, eee, PS ee ee ae. ee eetitas_ Sa eee ee ee ee NE ee Per * 

» I aoe oe a oer ae oes — Ther ane a el . 
og ee ime oi aaa an ay Ae a ee ee ; Te as = ae cae ai ore ae ee A tia : 
Sie eC Mane en ener oer: > eee oe ao | ee * pa , nt oe Se Pe age ts aie 

ot Biase are ie ie ae as F ee oe il ee 2 . ae er eee, ) Se eer ike e oo: St ert p, 
fing eS oy se: : os ae eaet eo a 7 ee a. a ae Same ie | ae ae a / op “ : 
Sea ae . Sg pie. ae a me a ee : ae ‘ Rr, ee ie Res, ME ste Sy Ae Sas % > 
bee) ioe come... —— ie aa: Pe 7 Saree a) ees 33 ae a es a ~s ses , = =e = ieee Ge -<_ cine Bes a es * 
rk | aan 8 ae a a oe ee ll ae eee . 
oe ee gy a hae . hoy re is ‘ eer oe yo cle a ee - te ae 700 a ae ©; ng 5 
ie pe ot ame i aeons.) ie, he St jp SR er . te a ee Nitta: es af % r 
io ae -y - —— A oy re oe eae es ob. ie | was a i ir hod oe eee Ta J a a eee Sa a * < 
+ a ioe ; = ee Be o £. tes a aee eee Sone ica i” ane : = 4 es i eee pee eo tary . Mi 
“iy ee oe ? 2. See a 7 ia hai Ge. a ee ES a iS Ree. ae eo a sat Yee a 4, oT ae a 
; a ae a a 5 Se 7 2 om ade Be pra) eed 4 a a ar Fe ee Se, ae ; ¥ ye! 
[ae ae ~ We ee - * Per ae > Se a oe ae ts fg a oe Peel. 
; ; di es 344 ee wey oe “oy + - wie mea Gee ai: ee ee a Se Bae a ; 
Bs ¢ ¢ “4 a ‘ an Foss pn *. 1 eee eS ot, a a Beech * ae 7 : aa 7 whe 7 ae. my be teh x 
Pa ae ae .. te = Sa a co as Sa —<s :.5§ .- ae red Pe cole a TR al rr ane : - 
= ; eS ae i eats emt ag et a2 oe oe a ee oe 
e ie a. a ee a ee ee ae : ab: ea ee ee ST Benes ie : 
i So : ee ee ef, ee OE .06 lL Ae — ° ee ee es sce it a i 
eae. te ee o a oe ° 3 eS es = a ee Dee end eee ch 2 : 
aay ae i 3 oe : = a td a are oe. Ree) aaa ee lk ae os Ng PANG ENGES. y ee = ee oe es. As ere AE ~ 
Pee get + ag eee i TT a ey AC O22 SS ver ae Sgr eee ieee eS be oon - gis 
eee ya ae , at + pe or oe nS see eae: a 3/3 fi SANS — Ps a : Kas saith ee “ge. oe "a : a3; es +. ° 
Re te 1/3 pen oo eS ae eee ‘ge Wsis O88 ? set ee io ee Sn 0 . 

ee ae cae — ll et 7 gee ee + eenenee es ae ere Me. ae . a ty : E 

oe ‘cage <e aa shag re Ss a8 a Gs ee eae aie! 7 x CE Gee a 4 rr r : 
: ee ae a o> A eee eee Pe i re : ié Ceo. hee “Oe ead % oh 
ee ee. ‘ee ae. ae tote ee ne EN —? a Seas ie oc eal : 
ae a 7 ee pee Ee Oe eae = ip iaelhaane —- ; ou i Pears (Ce Ger. abstoey es aiametes Qn > ae 
od eo pore ee ae eS a a ee se Se ea, #e ia fi 2s = ‘tee - ino - ie ee ae pete eS a ~ + 
‘ .) 2 a ey set Se ee " bs, os oe <= " 1 as a eee i 7 ight - ig ee. oe = - = Were fe 5 é 
i): eee ae st ee _ at oe. _ <ereeRe a ry Mae ee cs 2 ge ie ee ae é 
a as te ae a ft eae Saree ee =, ne vot be iodide, Sa Spree! 1 Re eg aes oe = Pat eee ae es we i= eet oS 7 FF 
b Pe Soe 7 4G SB ye ay “Fie Pe 7 > cont | we 8 ins ae EOe, 1 : Rage 34 ee a oom *- « oA * pee Sea ee ss 
, ) oo aes BP no a are Lee A tee a Soa sa Oi” Se i ae ee ve . ss ; 
ere (7 is ee a 3 a ' eT eo et ales Pee on « . Fae Peewee -_Pieee a a - ee, Oe cae ew, Se te a "ea Mes ' sas = 
ae ee ie oe. Le & | e Lad a. ae owtiss it. eae me oa ee Lee Pleo Ca ee ios: , : = 
"pf ere eee ae rE , moet see? a OS a ‘ ee oe Oe i Pe PEN r : 

‘ 7 er et > ae ye s° Jara © —.. ae om ‘fe a ee eee ee Sa a ary a } 
- ae:  *oe Ca a of fg ee Oe See ae Pere. \ oe ‘as 7 ‘ a +e. eee es ab eS % : ; 
ee ee oe e oO 7 etre 1 a poe : foe ft ; eee ee ee ee a oe Pe ¢ 3 ‘ 

iq +. peony oe = cc, ete ie “5 @& Somes § -- Fe 5, woaneae eo i oes ety ee sa ‘mee ps 
: a — = a 7. ee an} ee « soi Fi ae ti * . ; 

; rece ys ; ae : ae ee * j eR a ae 2 a 
SS oe cee : g 33.55 oe? Sisal , ‘S 

} — 7 ; 
a ee 
reas ic ea 
fee he ee 2 _ : 
ae la BS ‘ 4 
Bia se ing ¥ 4 site 

5 oe ? R te. rt 
a ee Tel E =a 

Be seer a ‘4 oe * ad em 
eae = = : 
ee cal ete tes | 2 hes 
ae: a oo ‘ " By 
meee = = pa 
Sr : 1 age a 
ees +, é : 
gies eee a : 
Sine ie } 
Rie Rte, - : 
fife: dot { ee ; z 
eee ht i Stage 
hee ee leg ie ae 
ci ees — 
eM 2 sae ee eae ’ : 
ee ae . is 
pan a ae p | - 
eee see =e 4 
» ee tage - cote eH. 
[ 2 ae i - 

ae ae aa ¢ 3 
a a d : 
Poet 3 Fx a ae: Le e-3 
[3s gee ae oss ( 

Ce ae : Re i 
= oie a ea 
. | Smee i : 

ale oe ‘ 
: x a ey ad ¥ ; ele = sf 

ae p ite 3 ; 
} — 4 —S — ——— —— pe W. , * 
Hor, i 2 a : 
iF a Bes ees ic = ng . as Sore <9 ne _ NS 
ese ae 0a . 2 Co. “i 1 ay ee eed oS) =) 
pe Sees ead ig eae a Se . Es 2a 
Ee ida ig ateccaeis 3 oa : oe ee acs . === mF Seat 
. 3 ee Bia o_o p % 
: ’ Pd ee 
A" 3 et C2) in ; 
| | a 
7 : Bs as 1 oe ei ta 5 ~ 
orn Se ae re lll ee et SS. ee ec ee Bs ae 
\ re eee ae ae, ae 
as ieee a ae SS ee Seer 
so eae) y he oa xa Mer BT ioe 


20 Advertising Age, April 2, 1956 


R. C. Rowe, Publisher °™c4 pvblisher of the Chicago | Kevin Cash Opens Agency Campbell Names Guldberg VP | Bicknell to ‘Pacific Factory’ 


| Evening Post in 1930 by his father,|) Kevin R. Cash, formerly an ac-| Carl E. Guldberg has joined| E. P. Bicknell, formerly with 


of Canadian Business ‘"* late John C. Shaffer, million- count executive of Mervin Jay|Campbell & Co., Ann Arbor, Mich.,|the Hollywood Citizen News and 
aire chain newspaper owner and| Weston Associates, Manchester,|as a vp. Mr. Guldberg formerly|the San Francisco Chronicle, has 
grain dealer. The Post was sold to|N. H., has formed Cash Agency, | was advertising manager of Amer-|joined the advertising staff of 
the Chicago Daily News in 1932. |also in Manchester. ican Broach & Machine Co. Pacific Factory, San Francisco. 

business papers, annuals and di-) 


WHY THE GIRDLER CO. AND TUBE | 
ase see: MAINTAIN EXECUTIVE OFFICES AND} 
PRINCIPAL PLANTS IN LOUISVILLE 


Papers, Is Dead 


SENNEVILLE, QUE., March 28— 
Ronald Clifford Rowe, 66, presi-| 
dent of National Business Publica- 
tions Ltd., Gardenvale, Que., died 
yesterday at his home here. The 
company publishes 18 Canadian 


from Educational Press Ltd., Gar-| 
denvale. Mr. Rowe was secretary | 
until 1935, when he was named 
general manager. He had been 
president since 1946. 

Born in Norfolk, Engiand, Mr. | 
Rowe came to Canada in 1910. An) 
engineer specializing in the indus-| 
trial minerals field, he was a reg- 
ular contributor to U. S., British | 
and Canadian technical publica- | 
tions and held editorial posts on} 
Canadian Mining Journai begin-'| 
ning in 1927. 

He was a past president of 
Periodical Press Assn. and Busi-| 
ness Newspapers Assn. and a| 
member of the Canadian Institute | 
of Mining & Metallurgy, American 
Institute of Mining & Metallurgical 
Engineers, Industrial Advertisers 
Assn. of Montreal and National In- 
dustrial Advertisers Assn. 


WILLIAM BLOOM 

Cuicaco, March 27—William 
Bloom, 62, of Highland Park, II1., 
advertising art director of the 
Chicago American, died suddenly 
March 23 as he was leaving High- 
land Park Hospital after an ex- 
amination. Mr. Bloom was born 
here and attended Chicago Art In-| 
stitute and the Chicago Academy | 
of Fine Arts. He worked for the old 
Chicago Examiner, and the old 
Barron G. Collier company in New 
York before joining the Chicago} 
American in 1921. He served in the} 
infantry during World War I. 


CARROLL SHAFFER 

Soutu Haven, Micu., March 27-— 
Carroll Shaffer, 72, former general | 
manager and publisher of the old 
Chicago Evening Post, died March 
24 in South Haven Hospital. He) 
had been living in retirement near 
Bangor, Mich. A_ graduate of 


“Our executive offices and main plants are located in Louisville for the soundest of 
reasons. Louisville is near, or within easy reach of, our sources of raw materials and 
principal markets. Electrical energy and natural gas, required in our manufacturing 
operations, are in abundant supply. Louisville’s favorable geographical position 

and its excellent rail, air and water transportation facilities are conducive to 

good customer delivery service. Additionally, Louisville offers ample room 

for our future expansion.” 


Yale University, Mr. Shaffer was| 


BACON gets CLIPPINGS The Girdler Company and Tube Turns are native Louis- E. |. DuPont De Nemours and Company’s Neoprene 


@ Make sure you get all published 
items about your or your client’s 
business each month. Bacon’s | 
Clipping Bureau regularly clips over | 
3,240 publications for over 1,000 | 
clients. Approximately 100,000 
clippings sent out per month, from 
business, farm and consumer pub- 
lications. An invaluable service to 
ad managers, agencies, publicity 
and public relations men, research- 
ers and others. Write for free 
booklet No. 55, “Magazine Clippings 
Aid Business.” 


Two new books to help you 


handle publicity more _ 


effectively 
BACON'S 1956 PUBLICITY CHECKER 


Coded by editors. Shows publicity | 
used in 3,240 business, form and 
c i in 9? market 
groups. Invaluable for making re- 
lease lists — assures sending each 
editor material desired a 
bound fabricoid, 6%" x 92" — 

256 pages. $15.00. Sent on approval. 


BACON'S ALL-NEW PUBLICITY HANDBOOK 
; How to plan publicity using 14 basic 
® types. Heip on release lists, writing, 
hese, budgeting and checking 
results. 37 illustrations, 6 case 
studies. 544" x 84%4"— 128 pages. 
A $2.00—Sent on approval. 


BACON'S CLIPPING, BUREAU 
343 $. Dearborn St) Chicago 4, Ulinois 


ville firms and are both leaders in their respective fields. 
The Girdler Company embraces three distinct operations: 
Gas Processes Div., Votator Div. and Thermex Div. The 
three divisions are engaged in designing, engineering and 
the construction of gas process plants, edible oil plants, 
food process apparatus and dielectric heating equipment. 
Tube Turns manufactures a complete line of welding fit- 
tings and flanges, comprising over 4,000 items, for indus- 
trial piping systems, and custom forgings for aircraft. 


plant in Louisville is the largest single synthetic rubber 
operation in the world. The Louisville DuPont plant em- 
ploys over 2,000 people and is the only producing plant 
for Neoprene in the United States. This raw material is 
used to manufacture gasoline hoses, gaskets, floor mats and 
has many other important applications in industry owing 
to its valuable chemical properties. A facility for the pro- 
duction of Freon-22 is currently being added to DuPont’s 
plant investments in Louisville. 


LeU LOUISVILLE for al its worth / 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Che Convrier-Zournal - THE LOUISVILLE TIMES 


381,468 Daily Combination © 314,966 Sunday © Represented Nationally by The Branham Company 
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McClure Named A.M. |McGillvra Names Boylan Guild Films Co. Expands 

J. Edward McClure has been John Matthew Boylan, formerly| Guild Films Co., New York, tv 
appointed advertising manager of with NBC and ABC, has been ap- film producer-distributor, has 
Drug Trading Co. Ltd., Toronto. ‘pointed to the New York sales staff | | moved its Hollywood offices to ex- | 
He has been with the company | of Joseph Hershey McGillvra Inc., | panded quarters at 8255 Sunset 
since 1933. |radio-tv station representative. Blvd. 


TURNS 


GEORGE O. BOOMER 


President } 
The Girdler Co. 

and Tube Turns XI 
Divisions of the | 7 


National Cylinder Gas Co. 


337,851 
1950 


DLITAN LOUISVILLE POPULATION AND COURIER-JOURNAL 
AND TIMES CIRCULATION BOTH INCREASED 11°, IN FIVE YEARS 


Publicker Chemical Corporation recently leased a large govern- 
ment-owned synthetic rubber plant in Louisville’s Rubbertown 
for the production of butadiene, an ingredient of synthetic rubber. 
Publicker is planning a gradual re-activation of the plant and 
anticipates an initial employment of 300 chemical workers in the 
first unit to be put back in service. The plant occupies 127 acres 
and has production capacity for 5,000 tons of alcohol butadiene 
a month. 


4th AFA District 


| 


Looks Forward to 
Large Ad Growth 


ORLANDO, Fla., March 28—Pop- 
ulation, business and advertising 
are growing faster in Florida and 
| southeast Georgia than in the na- 
tion as a whole, some 150 adver- 
tising men and women assembled 
here last weekend were told. 

The occasion was the second an- 
nual conference of the fourth dis- 
trict, Advertising Federation of 
America. 

The two-day session opened, ap- 
propriately enough, with a talk by 
Clifton W. Housley, in charge of 
travel and recreation research for 
Curtis Publishing Co., who told 
how Americans are spending a 
greater and greater proportion of 
their time and incomes on travel. 


e E. Y. Chapin III, president, 
Rock City Gardens, Chattanooga, 
told how his attraction gets its 
share of the tourist dollar with ad- 
vertising and promotion. 

Somewhere between 350,000 and 
400,000 persons a year visit Rock 
City, atop Lookout Mountain— 
brought in by advertising and pro- 
motion of $260,000-$300,000 a year, 
Mr. Chapin said. The bulk of the 
money goes into 850 painted barns, 
300-odd bulletins and 24-sheets, 
and 156 company-owned highway 
signs, plus 3,300 bird houses (orig- 
inally developed as highway mail 
boxes until the Post Office nixed 
the idea) and a host of items in- 
cluding restaurant checks, soap, 
and other products for motels. 

Rock City spends something like 
38-40% of its gross gate for ad- 
vertising and promotion, Mr. Chap- 
in said—a figure with which the 
owner of Cypress Gardens, top 
Florida attraction, nodded in gen- 
eral agreement. 


e At lunch on Friday, John P. 
Cunningham, president, Cunning- 
ham & Walsh, New York, told the 
group that advertising is more 
important than ever in the econ- 
omy, and that we could move on to 
new heights if we were able to 
overcome any increase in what he 
called “kick-the-customer-in-the- 
facemanship.” 


e Edward N. Mayer, president, 
James Gray Inc., New York, said 
that direct mail advertising has 
| finally developed research to prove 
its effectiveness as “the best read 
of all advertising media,” and Ar- 
thur E. Burdge, sales promotion 
manager of the Coca-Cola Co., 
made a plea for greater attention 
to sales promotion in the South. 
Advertising can’t do the sales 
job alone, he said, emphasizing 
that sales promotion ideas must 
be developed to give impetus to 
products at the point of sale. 


@ Robert D. Swezey, vp and gen- 
eral manager of WDSU-TV, New 
Orleans, traced the history of tele- 
vision, predicted that within ten 
years tv will be practically all 
color, took a swipe at advocates of 
pay-tv for posing as “philanthro- 
pists” and urged the Bureau of Ad- 
vertising (which promotes news- 
paper advertising) to “call off its 
dogs.” 

“I’m perfectly confident we'll 
take quite a bit of business from 
newspapers,” Mr. Swezey said. 
“But that won’t prevent newspa- 
pers from getting more business 
than ever. There is plenty of 
room for all of us.” 


TISING AGE, showed the conference 
slides of the 49 campaigns selected 
by a jury as the best advertising 
campaigns of 1955 (AA, Feb. 27). 
Shields Johnson, general manager, 
Roanoke Times-World News, re- 
ported that newspapers in nine 
southeastern states increased their 
daily circulation 106% from 1935 
to 1955, while the country as a 
| whole was increasing only 47%— 
‘and similarly boosted Sunday cir- 


e S. R. Bernstein, editor of ApvEr- | 


21 


culation 115% while the nationai 
average was rising only 65%. 

Mr. Johnson also showed the 
new film of the American Assn. 
of Newspaper Representatives, 
|“The Big Idea.” 

The conference concluded with 
an educational conference, the 
awarding of the A. P. Phillips ad- 
vertising achievement trophies to 
college students, and a banquet 
Saturday night, at which Ben R. 
Donaldson, director of institution- 
al advertising for Ford Motor Co., 
reviewed the growth of the U.S. 
in recent years and the potentiali- 
ties for growth in the future. 


® Don Barbour, Barbour Truck 
Ads, Orlando, was named gover- 
nor of the Fourth District, suc- 
ceeding Dr. Royal Ray of Florida 
State University. Other officers 
elected were: Earl J. Mason, Miami 
Beach Sun, lieutenant governor; 
Fred Wolf, Tampa, treasurer; Mrs. 
Emily Nelson, St. Petersburg, 
secretary, and E. P. Lavin, Or- 
lando, corresponding secretary. 


ONE OF A SERIES 


What Makes a Radio Station Great? 


IMMEDIATE ADVERTISING | 
RESPONSE 


4500 Cuckoos 
Make Sweet 
Music for 
WFAA Sponsor 


bh ast fali che Star Import Com- 
pany bought time on WFAA 
to sell German cuckoo clocks 
for Christmas presents. 


Within eight weeks 4500 
clocks were sold at $5.00 each 
—sweet music to the sponsor's 
ears. 


This is the sort of selling 
power that WFAA can put to 
work for your product, whether 
it’s clocks, chili or motor cars 
because WFAA is the leading 
radio station in the leading 
market in the Southwest.* 


Scores of WFAA advertisers 
have used WFAA listener con- 
fidence to build their own sales, 
for confidence is a two-way 
street and listener confidence 
translates easily into sponsor 
confidence when it proves the 
key to more profitable adver- 
tising. 

WFAA can furnish you with 
that key—let your Petry man 
show you how. 


*Whan Study — A. C. Nielsen, N.S.1. 


WFAA 
ig a great radio station 


Edword S. Petry & Co., Representative 
eeeeece ono eeoonee 
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Top spot f 
of advertising media 


Lumber Retailers 
Ignore Motives of | 
Buyers: Martineau 


Cuicaco, March 27—Many lum-| 
| ber dealers are overlooking tre-| 
/mendous sales possibilities by fail- | 
ing, in their merchandising, to 
‘identify raw lumber with its fin-| 
|ished products. These products— | 
|the home, home improvements and 
other amenities of home life—are 
jall highly effective motivating fac- 
| tors for consumers. So says Pierre 
Martineau, research director of the 
| Chicago Tribune. 
| He drew these conclusions from 
|a motivation study of the retail 
‘lumber market in the Chicago 
jarea recently conducted by the 
Tribune. The study charted the at- 
| titudes of some 1,200 home owners 
about the do-it-yourself idea and 
about lumber yards. The study 
involved both direct inquiry and 
sentence and cartoon caption com- 
pletion tests. Also studied in the 
survey were 15 lumber yards and 
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METROPOLITAN AREA FASTEST — 


136% Gain in Gasoline Retail Sales 
The biggest gain of any N. C. Metropolitan Area 


WINSTON-SALEM 


Charlotte 
Raleigh 
Asheville 


Greensboro-High Point 


Durham 


PLUS AN 82% GAIN IN AUTOMOTIVE RETAIL SALES—ALSO THE 
GEST GAIN OF ANY N. C. MEFROPOLITAN AREA 
NOT AN ESTIMATE—Figures are from U. S. Government 1954 Censu: 
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1954 
$9,754,000 
20,182,000 
10,799,000 

8,747,000 
15,193,000 
7,304,000 


1948 % Gain Rank 
$4,139,000 
9,021,000 
5,656,000 
5,092,000 
8,842,000 


4,464,000 64 


1 
2 
3 
4 
5 
6 
BI 


of Business Preliminary Report. 


Among the 6 major N. C. cities, Winston-Salem shows the biggest rate of gain in: 


Retail 


Buy 
WINSTON-SALEM 


ve Gasoline Total 
Retail Sales Retail Sales Retail Sales 


Furniture & Appli 
Retail Sales 
- ~~ 


us 


North Carolina’s No. 2 city 
North Carolina’s fastest 
growing market 


winsten-entsie xe ; —_ ieee. 
JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 


National Representative: KELLY-SMITH COMPANY 
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their customers. 

The study shows, Mr. Martineau 
said, that the do-it-yourself trend 
has an appeal for all classes—for 
“white collar” almost as much as 
for “blue collar.” The interest in 
do-it-yourself is not only in saving 
a few dollars but in the creativity 
of the work, the enjoyment and re- 
laxation it offers and the sense of 
accomplishment it gives, the study 
indicates. 


= The study also reveals, he said, 
that women play a very important 
role in do-it-yourself. Wives par- 
ticipated in the “deciding phase” 
(what to do, what to buy, etc.) in 
about two-thirds of the homes 
checked, and wives joined in the 
actual work in about one-third of 
the homes. Most women also said 
they had no objection to going to 
a lumber yard themselves. 
Lumber merchandising geared to 
these findings, Mr. Martineau 
stressed, will pay less attention to 
dull technical data, price and di- 
mensions. Instead it will point up 
how finished products—cabinets, 
lawn furniture, new house wings 
and the like—fit into the consum- 
er’s vision of ideal home life. 
More finished models should be 
used at point of sale to suggest 
the pride of accomplishment which 
can result from the work. Women’s 
interest in do-it-yourself also must 
be promoted, he stressed, through 
advertising using more color and 
style—with a feminine touch and 
reflecting a feminine point of view. 


# The operations of many lumber 
yards constitute a major weakness 
in their present inability to mer- 
chandise to this market, Mr. Mar- 
tineau pointed out. He said the 
attitude survey illustrated that 
lumber yards have no distinct per- 
sonality in the minds of consumers, 
that they often impress people as 
being merely places one has to go 
to get lumber—matter-of-fact 
places, where an atmosphere of 
irade jargon often frightens off the 
novice. 

To overcome this attitude, he 
said, lumber dealers should devel- 
op better consumer-clerk relations 
by offering help and guidance to 
the uncertain buyer, by perhaps 
even setting up a technical advice 
service to advise and encourage 
consumers about jobs they are 
about to tackle. 


Girard’s Names Heintz Co. 

Girard’s Inc., San Rafael, Cal., 
maker of Girard’s French dressing, 
has appointed Heintz & Co., San 
Francisco and Los Angeles, to han- 
dle its advertising. Brisacher, 
Wheeler & Staff formerly handled 
the account. 
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: HEAP CHEAP 
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WISCONSIN 


ONE COLOR 
25% EXTRA 


TWO COLORS 
40% EXTRA 


MINIMUM — 
ONE THOUSAND LINES 
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MAKE YOUR OWN 


: CIRCULATION COMPARISONS 


~~ : re Mae rg : 


UP THE CHECK 


EP Parma onperagy 


i £ 
im 


WE'LL PICK 


The one and only irrefutable proof of relative These are the only terms we ask you to observe: a 
circulation values lies in a name by name, unit 1, That you will provide us with a signed | 
by unit, comparison of circulation galleys. statement that our circulation galleys 


will be used for no other purpose than this 
comparative audit. 3 
. That you will request and obtain from 
ing market. In fact, you can make it yourself us, as well as other publishers, complete a 
in your own offices. circulation galleys for the entire State | 
in which the comparative audit is to be 
made. When a complete State is used in 
the check, totals can be verified against 


This acid test can now be made among publi- 
cations serving the volume feeding and hous- 2 


We will supply complete galleys of the INSTI- 
TUTIONAL FEEDING AND HOUSING 


| circulation in any entire State for comparison current audited circulation statements. 
with those of any other volume feeding and 3. That you will return our circulation gal- 
housing magazine. In addition, we will pick up leys as soon as your comparative audit 
the check for all costs involved in your analysis. has been made. 


MAKE THIS CIRCULATION AUDIT IMMEDIATELY. : 


Institutional 


Feeding ana Housing 


A CONOVER-MAST PUBLICATION 
205 EAST 42ND STREET * NEW YORK 17, N. Y. 
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Enka Seat Cover 
Push Uses Trailers 


at Drive-in Movies 


(Continued from Page 2) 
completed, it is planned to use a) 
four-color ad in the May 19 issue 
of The Saturday Evening Post, 
plus a monthly schedule through 
June in Automotive Chain Store, 
Automotive Retailing, Automotive 


promotion. The studios will con- 
duct spot surveys of consumers in 
selected areas after the films have 
been shown. 


The Saturday Evening Post is 


mailing product bulletins to 1,000 
dealers before the start of the pro- 
motion. 


Toronto Population May Hit 
2,800,000, Plan Board Predicts 


The Metropolitan Toronto Plan- 


ning Board, in a brief submitted 


to the Royal Commission on Can- 
ada’s Economic Prospects, has at- 
tempted to sketch the outline of 
“Toronto, 1980,” based on the 
rapid rate of growth of the city 
in the past few years. From 1930 
to 1955, the conversion of metro- 
politan Toronto from a semi-agri- 
cultural to a largely industrialized 
section has proceeded at a rapid 
clip, the report shows. In 1955, 
there were 1,403,000 people in 
Toronto, and the present popula- 


tion is expected to increase within 
the next generation to approxi- 
mately 2,800,000, according to the 
projection. 

The report also estimates a Can- 
adian population in 1980 of 28,- 
000,000 and indicates that the 
present ratio of Canadians living 
in Toronto will increase. 


Ninth Kool-Aid Flavor Bows 
Perkins Products Co., Chicago, 
subsidiary of General Foods Corp., 


Advertising Age, April 2, 1956 


will launch its ninth Kool-Aid 
flavor, imitation fruit punch, in a 
June-through-September campaign 
in newspapers, magazines and spot 
radio. Two-color ads will run in 
American Girl, Capper’s Farmer, 
Ebony, Farm & Ranch, Farm 
Journal, Parents’ Magazine, Pro- 
gressive Farmer, Successful Farm- 
ing and True Story. Four-color ads 
will appear in Sunday comics in 
126 newspapers. Foote, Cone & 
Belding, Chicago, is the agency. 


News and Automotive Trim News. 

Seat cover manufacturers are 
cooperating in the distribution of 
film prints to local dealers to help 
assure so-called grass roots sup- 
port for the over-all promotion. 
The company’s film schedule calls 
for approximately 6,300 individual 
showings. Prints of one-minute 
films will also be available to deal- 
ers for local sponsorship in cities | 
not on the schedule. These dealers | 
will be given an opporiunity to buy | 
20-second trailer films for their in- 
dividual sales messages. Such 
trailers will be made and distrib- 
uted by Aiexander Film at cost to) 
dealers. 

The movies also will be avail- 
able to dealers wishing to sponsor 
them on television. Several chain 
stores, Mr. Carr says, are consider- 
ing the films as tv commercials. 


® Complete dealer promotion kits, 
with newspaper mats, counter) 
cards, display material, dealer | 
training aids, etc., also are being | 
sent to participating retailers. 

Alexander Film Studios is send-| 
ing flash movie notices to about! 
300 seat cover dealers telling of the 


| 
j 
| 
| 
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“it’s like having 
dozens of extra 
hands getting 
MARKET DATA | 
for me!” 


So writes an Industrial Mar- 
keting subscriber about the 
amazing 556-page Annual 
Market Data & Directory 
Number, published June 
25th. Contains basic data | 
about every major trade and || 
industry in the U.S. and 
Canada. 


Available as part of an IM 
subscription. One year trial | 
includes monthly copy of | 
IM plus annual MD&DN— 
only $3. 


Mail Coupon Today | 


INDUSTRIAL MARKETING 
200 E. lilinois St., Chicago 11 


Enter my year’s trial for $3. 
My money back any time I'm 
not satisfied. 

NAME 
COMPANY 


STREET. 
CITY. z 
STATE 


(1 $3 enclosed [) Bill firm [) Bill me 
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Advertising Age, April 2, 1956 
WABD Appoints Kieran 


John Kieran Jr., previously 
sports program coordinator for 
NBC, has been named director of 
publicity, promotion and special 
projects of WABD, New York, a 
new post. 


Rambro Productions Bows 

Rambro Productions, a new 
commercial film company, has 
opened offices at 6671 Sunset Blvd., 
Los Angeles. 


Kent Wightman Joins Sarra 

Kent Wightman, who most re- 
cently had his own studio, has 
joined Sarra Inc., New York. He 
will handle television and photo- 
graphic sales. 


Graves Heads Adler PR 

Ben E. Graves, formerly an as- 
sociate editor of Better Homes & 
Gardens, has joined William Hart 
| Adler Inc., Chicago, as director of 
| public relations. 


‘Movie Ads Are 


Almost Obscene, 
Senate Group Says 


(Continued from Page 3) 
not excusable.” 

Sex and violence are many 
times linked together and are pre- 
sented in ads with pictures “that 
may be described as explosive.” 

“All too often,” the report said, 


“the advertising is entirely mis- 


leading and does not come close 
to honestly describing the film it 
|is supposed to represent.” 


in the report were those for “Kiss 
|Me Deadly” and “Hell’s Island.” 
|These ads portrayed females in 
| the height of either sexual passion 
or anger, each holding a revolver 
in her hand, combining sex and 
violence in a most graphic manner. 


tomer, out shopping! 


Just try reaching the great A&P shoppers’ 
market any other way! Even if you buy Life, 
Ladies’ Home Journal and Better Homes & 
Gardens, you still miss 59% of the WoMAN’s 
Day audience.* That’s because WOMAN’s Day’s 
circulation method is totally different: it’s sold 
only at A&P stores. Every single copy is 
separately bought and paid for by an A&P cus- 


Here is a 100% definable audience—A&P’s big- 
family shoppers out to buy frozen food and 
freezers, corn flakes and cars. You reach this 
market exclusively—without waste or duplica- 
tion—only in WoMAN’s Day. 


woman’ 


“SOTH STARCH’S CONSUMER MAGAZINE REPORT DATA 


# Among the campaigns discussed | 


“Another set of ads was on the 
current film, “The Blackboard 
Jungle,’ in which the attempted 
| rape scene of the schoo] teacher by 
a young hoodlum, although lasting 
only a few moments in the movie, 
constitutes the majority of adver- 
tising for the film.” 

In the ads on “Women’s Pris- 
on” are such statements as “Prison 
Love Nest Bared—Man Smuggled 
into Woman’s Prison,” the report 
said. “On viewing the motion pic- 
ture, the subcommittee found the 
advertising in no way reflected 
the film’s contents.” ‘i 


Cody Names Fritz VP 

Cody Advertising, Chicago, has 
appointed Edward C. Fritz Jr. a 
vp. Mr. Fritz formerly was radio 
and television director of W. E. 
Long Co. 


WE'RE STARTING OUR 


Lucky 
Seventh! 


Today we embark on our ‘Lucky Seventh" 


year as an aggressive, well-respected 
, successful media 
sales organiza- 
tion. Devoted coni- 
pletely to printed 
media, our firm 
has an unusual 
record of produc- 
tiveness in many 
highly technical 
fields. 


“Mo” Kimball, Pres. 
In advertising since 1933 


LOOK AT THESE 
EXPERT SALESMEN! 


John “Dutch” 
Banister, veteran 
of Chicago media 
wars, vice pres., 
and probably the 
most respected 
media salesman 
on the Coast. 


; 
- 
: 


Norrell, 
expert in engin- 


“Maury” 


eering, design, 
electronics and 
other technical 
publications sell- 
ing methods, also 


vice pres. 


er 4 


Jules Thompson, 
manager of San 
Francisco office, 
Northern Calif, 
expert conversant 
in many technica! 
and consumer 
fields. 


©1956 WOMAN'S Day 


Al Romer, engin- 
eering sales back- 
ground, plus good 
sprinkling of food 
and fashion con- 
sumer sales-and 


mail order. 


Publishers: If your sales picture in the 11 
western states is not satisfactory, write or 
Phone today to Maurice A, Kimball, pres. 
at our Los Angeles office, for a candid 
appraisal of what this firm believes it can 
accomplish for you in just one year. In- 
cluded, will be a full list of all publishers 
we, represent—as references. 


s day 


the A&P magazine 


| 


LOS ANGELES + 2550 Beverly Boulevard 
SAN FRANCISCO + 681 Market Street 
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New Methods Are Needed to Cope with 
Glut of New Products, Weiss Asserts 


New YorK, March 27—Getting 
a new product into a chain store is 
becoming increasingly difficult. 

One of the larger food chains re- 
ports that an average week in its 
buying office sees from 150 to 200 
new items presented for buying 
consideration. If all were accepted, 
close to 10,000 new items would be 
added within a single year. The 
chain currently stocks 4,000 items. 

The problem has been made 
aeute by the enormous diversifica- 
tion programs of many large man- 
ufacturers. 

A study of current chain store 


policies and practices on new prod- | 
ucts has just been completed by F. | 


B. Weiss, director of merchandising 


for Doyle Dane Bernbach Inc. It 


will be made available without 


charge by the agency to interested 
executives. 

Titled “Winning Chain Store 
Distribution for New Products,” 
Mr. Weiss’ study points out that 
chains are adding new items at an 
unprecedented pace. But the chains 
are confronted with a serious prob- 
lem in giving intelligent evalua- 
tion to new products. 


® “The solution, as the chains see 
it,” Mr. Weiss says, “will involve: 
(1) Lessening of the chain store 
buyer’s area of responsibility for 
buying new products and (2) put- 
ting new-product decisions in- 
creasingly into the domain of a 
group or committee whose mem- 
bers will represent a chain-wide 
view, inasmuch as the addition of 
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You catch more 


with SCOTCHLITE! 


REFLECTIVE SHEETING 


me Se ie Be eo wt 3 
ie La yaa 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The ninth annual Market Data Section of Apvertistnc AGE will 
appear in the May 7 issue. The idea is to bring together, in one 
place, all possible market data issued by advertising media, trade 
associations and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

Last year, 1,500 separate pieces of market data were listed in 
the section, and readers of ADVERTISING AGE sent in requests for 
nearly 50,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion in 
this master list. There is no charge for such listings, but the ma- 
terial must measure up to the following standards: 

1. It must be current. Nothing published prio. to June, 1955, 
will be accepted. 

2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other 
conditions are attached to its distribution, this should be clearly 
stated. 

4. It must be received before April 9, 1956. 

Market data material scheduled for publication before Sept. 1, 
1956, will be listed in a “not yet published” tabulation, provided 
that a 50-word description of each such item reaches ADVERTISING 
Ace before April 9. The description must include probable date 
of publication and any conditions attached to distribution. 

Actual copies of all other material to be listed should be ad- 
dressed to the Market Data Editor, Apvertisinc AcE, 200 E. Illinois 
St., Chicago 11, with any necessary explanatory notes. 


a new item ultimately involves all | vice, and the functioning of the 


8 


eyes...for less... 


of the departments of a chain. | committee will be improved. 
“This, in turn,” Mr. Weiss says,| “Those chains that have had 
“means that manufacturers, in| such buying groups the longest al- 


= | selling new items to chains, will be| ready have made fairly broad 
'|compelled to conform to a system | changes in operating techniques as 
| that will pile one rigidity on top of | well as in organization. 

fm | another, one frustration on top of | 


ae KAY 


“Under existing circumstances,” 
another, one road block on top of| Mr. Weiss says, “it becomes in- 
another. creasingly necessary for suppliers 

“The actual selling process will | to take such steps as the following: 


become more and more impersonal. | © “Omas am chamein of extn 
This is inevitable, because a new- | aged ” 


products committee inevitably be- | ee ee reaped 
comes a ‘no man’s land’ so far as? 8 = 


the supplier’s salesman is con-|'t®™ determination. 


cerned. He will seldom appear per- 
sonally before the committee. More 
often, his information will be chan- 


e “Equip salesmen so that they 
'can make presentations more ap- 
| propriately suited to the develop- 


Fastest way to reach a customer's stomach is through his eyes! 
Signs of SCOTCHLITE Sheeting give you a low, low cost-per- 
thousand—and high, high readership! Get the greatest mileage 
out of your advertising dollar with the salesmen that never stop 
selling, night or day—Brilliant, colorful signs of SCOTCHLITE 
Reflective Sheeting. For a free demonstration, write Minnesota 
Mining & Mfg. Company, Dept. AA- 426,St. Paul 6, Minnesota. 


neled through the buyer to the! ing limitations of the chain-store 

committee. Also, his information| buyer.” 

will tend to be presented as an-!|. ,, , 

swers to a cold and usually rather o “Equip salesmen so they can do 

imperfect questionnaire. 8 mee effective job of presenting 
information to a new-products 

committee.” 

e “Develop dramatic, dynamic 

new techniques of presentation 


8 “In time, however,” Mr. Weiss 
Says, “the chains themselves will 
come to realize that the new-prod- 


“SCOTCHLITE” Reflective Sheeting is o registered trademark of Minnesota Mining & Mfg. Co. 


| ucts committee, as presently con-| 
| stituted, is a most imperfect de- 


that will break through the rigid- 
ities of system because of their 


very novelty, and, more important, 


lt EE ——w ———— EE 


“| have relied heavily on INDUSTRIAL 
MARKETING over the years.” 


“Many times when facing a problem, I have referred 
to INDUSTRIAL MARKETING for the solution. It is 
the most helpful magazine I have encountered in the 


advertising field.” 


says MRS. JANET KLAYER DAVIDSON 
Advertising Manager 
Electric Regulator Corp. 


If you must make decisions on selling and 
advertising to business and industry .. . if you 
want to keep posted on the latest techniques, 
methods and developments of marketing .. . try 

All for only $3. 


To: INDUSTRIAL MARKETING, 200 E. lilinois St., Chicago 11, Iilinois 


INDUSTRIAL MARKETING and see for your- 
self how helpful it can be. A year’s trial in- 
cludes a monthly copy plus the 556-page Annual 
Market Data & Directory Number, June 25th. 


MAIL TODAY FOR TRIAL—MONEY BACK IF NOT SATISFIED 


because of their factual import.” 


|e “Get to know thoroughly the 
many problems and grievances— 
real and fancied—of the chains in 
connection with new products, and 
develop programs that will hold 
out hope for balancing out these 
problems. 


® “And finally,” Mr. Weiss em- 
phasizes, “it should be highly val- 
uable both to the chains and to 
their suppliers if the two were to 
| put their feet under the same table 
|and thrash out mutually beneficial 
| solutions to the whole new-product 
| problem.” 

| Within the next five years, in the 
hard goods field, Mr. Weiss points 
out, it is expected that perhaps 
50% of total retail sales will be 
done on items that do not now 
exist, or which today have rela- 
tively small volume. 

“In the drug store,” he notes, 
“the prescription department is to- 
day doing perhaps 75% to 90% of 
its volume on medicines that did 
not exist a few years ago. In the 
food store, new food items have al- 
ready captured a substantial per- 


centage of the grocery total. 
“In other words, the scientist on 


the one hand and the financial con- 


|siderations of manufacturers on 
the other hand (which relentlessly 


My Name__ Title. 
; Nature of 
Company. Business. 
Street 
City. Z State 
0) $3 enclosed CO Bill firm C Bill me No extra postage Canada or Pan America; Add $2 a year foreign. 


drive manufacturers into full-line 


: exploitation) will, in combination, 
IM.4S A. SISTER PUBLICATION OF ADVERTISING AGE AND ADVERTISING REQUIREMENTS igive the new-product problem a 
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huge new stature. 
“Simultaneously, the fierce need 
of the chains for a constantly ex- 
panding volume to provide for 
their constantly-mounting over- 
|head and costs provides an equally 
jemphatic spur for new products.” 


Goodrich Grants $35,000 

_to Trucking Foundation 

| A second advertising grant of 
$35,000 has been made by B. F. 
Goodrich Co. to the American 
Trucking Assn. Foundation, the 
public information, research and 
education organization of the 
trucking industry and the indus- 
| try’s major suppliers. 

| The renewed participation of 
Goodrich in Foundation activities 
in 1956 made possible a highway 
|safety promotion ad in the first 
| page position of the March 26 is- 
|sues of Life and Time. Supple- 
mentary ads continuing the mes- 
sage, “Highway safety is every- 
|body’s business,” will appear in 
|/metropolitan newspapers. 


NOW XETV 
Channel 6 


CARRIES THE 
SURE-FIRE 


PROGRAMMING 
of the 


ABC NETWORK 


IN THE BILLION-DOLLAR 
SAN DIEGO MARKET 


When a top independent joins 
forces with the ABC Network, 
you can get spectacular ad- 
jacencies at LOWEST COST- 
PER-THOUSAND! Ask The 
Weed Boys for the complete, 
fabulous story! 


Julian M. Kaufman, V.P. & Gen. Mgr. 
General Offices — 4229 Park Boulevard 
SAN DIEGO 4, CALIFORNIA 


Represented by WEED TV 
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| SAN FRANCISCO + 681 Market Street 


IN THE GIANT, NEW SUPERCITY 


...created by forging 106 strategically-located 
markets into a single, powerful buying force 


Dramatic cHances are taking place in Marketing America. Big- 
ger payrolls, new industries, rapid population growth in America’s 
smaller cities are giving them important stature in terms of sales and 
merchandising opportunities. They mean new sales potentials that 
call for careful consideration in your sales and advertising plans, 
and in your media selections. 

Famity Werk y’s concept of market coverage is geared to reach- 
ing these new potentials effectively and economically. By uniting 106 
of these important marketing centers into a single giant buying 
force, Famity Week -y delivers the markets, the penetration and the 
impact that are bringing new sales to its advertisers. 

The Famity Weexty market is dig, with total population greater 
than Chicago and Philadelphia combined. Its retail sales of $15 bil- 
lion represent 8.8% of the U.S. total. Its families own more passenger 
cars than are owned in seven major U. S. cities combined. We call 
it SUPERCITY, U.S.A. 


As an important part of the hometown Sunday newspapers with 
which it is distributed, Famm_y Week y delivers your sales message 
to 2,603,826 homes with the combined impact of top-quality Color- 
gravure plus hometown influence. It delivers saturation coverage— 
well over 89% coverage of 106 key cities. What’s more, Famity 
Week .y’s markets are carefully selected on the basis of minimum 
infiltration of other media. Whatever supplement or combination 
of supplements you use, you can gain important coverage by adding 
Famity Weexty’s SUPERCITY of prosperous markets. 

In the importance of its markets, in depth penetration and in 
reader impact among both consumers and dealers, FamiLy WEEKLY, 
alone or in combination, can add important coverage of new sales 
potentials to your advertising plan. Your Fammy Week y repre- 
sentative can show you how you can profitably add SUPERCITY 
to your other major markets and sell it with one order, one billing 
—and in color, through Famiry WEEKLY. 


FAMILY WEEKLY MAGAZINE, INC. @ 153 NORTH MICHIGAN AVENUE, CHICAGO 1 


Leonard S. Davidow, Publisher 


NEW YORK 17: 17 East 45th Street * DETROIT 2: 3-223 General Motors Bldg. * LOS ANGELES 25: 1416 Camden Ave. * ORINDA, CALIFORNIA: 82 LoCuesto Rd. 


THESE ARE THE 106 MARKETS YOU CAN SELL THROUGH FAMILY WEEKLY 


ALABAMA: Anniston, Dothon, Florence-Sheffield -Tuscumbio - Muscle Shools, Huntsville, Tuscaloosa - ARKANSAS: EI Dorado, Hot Springs - CALIFORNIA: Eureka, Monterey, 
Secramento, Senta Barbora, Senta Rosa - COLORADO: Colorado Springs, Grand Junction, Pueblo - 


New Haven + FLORIDA: Daytona —- Fort Myers 


CONNECTICUT: 

Gainesville, Sorasota, Tolichassee, Tampa, West Palm Beach - GEORGIA: Albany, Rome - IDAHO: Boise, idaho Falls, Pocatello + ILLINOIS: Bi ingt 
Urbana, Denville, La Salle, Quincy, Springfield - INDIANA: Marion, New Albany - 

boro, Paducah - LOUISIANA: Bogalusa - MASSACHUSETTS: Lowell - 

Tupelo, Vicksburg - MISSOURI: Jefferson City - NEVADA: Los Vegos, Reno - NEW JERSEY: Asbury Pork, New Brunswick, Trenton - NEW MEXICO: Sonta Fe - 
Binghamton, Elmira, Utica - NORTH CAROLINA: Concord, Solisbury - OHIO: Canton, Coshocton, Lima, Zanesville - OKLAHOMA: Duncan, Lawton, Muskogee - OREGON: 
Eugene + PENNSYLVANIA: Loncoster - SOUTH CAROLINA: Florence - SOUTH DAKOTA: Huron, Rapid City - TENNESSEE: Kingsport - TEXAS: Abilene, Austin, Big Spring, 
Denison, Denton, Galveston, Kilgore, Lufkin, Marshall, Midland, Paris, Port Arthur, San Angelo, Snyder, Texarkana, Tyler, Victoria, Waco » UTAH: Logan, Ogden, Provo » VIRGINIA: 
Danville, Lynchburg, Suffolk - WASHINGTON: Wenotchee, Pasco-Kennewick-Richland - WEST VIRGINIA: Beckley - WISCONSIN: Racine - WYOMING: Casper, Cheyenne. 


IOWA: Council Bivffs, Davenport, Dubuque, Waterloo - KENTUCKY: Bowling st Gwen 
MICHIGAN: Grand Rapids - MINNESOTA: Albert Lea - MISSISSIPPI: Bilox!-Gulfport, Greenville, 
NEW YORK: 
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Free Press’ Study 


Ads More ‘Real’ Than Ads Elsewhere 


Detroit, March 27—People think 
of the newspaper they read reg- 
ularly as a buddy. They also con- 
sider it more socially acceptable 
to get their news via print than 
through radio or tv. 

These are the over-all conclu- 
sions of a motivation research 
study by Social Research Inc., Chi- 
cago, for the Detroit Free Press, a 
morning newspaper. 

The same study reveals that just 
as the public has a different atti- 
tude toward the news it gets from 
newspapers compared with other 
sources, it also has a different 
feeling about the advertising it 
reads in newspapers. 

“The newspaper ad seems to| 
carry a tangible quality which | 
gives the reader a different notion 
of the world around him than he 


Finds Newspaper 


| ftom any coercion, it adds. 
“Although our data does not 
cover it, it’s very likely that news- 
paper ads serve another function 
by bringing down to manageable | 
|size the wealth of things for sale,” | 
the report continues, “turning a 
seemingly infinite diversity into a| 
comprehensible set of units. It | 
gains by doing this without the 
‘departmental’ order which is typi- | 
cal of the institutional catalog.” 
Women are more inclined to ac- 
cept advertising than men, the re-| 
port adds. “Men wish to discount | 
the influence of advertising-in- | 
general more than do women. An 
| they are quicker to deny that 
ow ads are helpful or in-| 
| teresting ... Women’s attitudes are 
| more accepting and show more re- 
liance on the advertising to direct 
She is less insistent 


|the second paper of a particular 


3. The newspaper provides cur- 


|rency for social contact. 
| 


“Did you read about XYZ?” is 
an infallible conversation starter, | 
the report says, pointing out, “It| 
is difficult to overestimate this | 


function. Middle majority people} § 


tend to be uncomfortable in con- 
tacts with others, and their appe- 
tite for the social cue is almost 
insatiable—as studies of many 
products have shown.” 


a 4. Newspaper reading is regu- 
lated and routinized. Getting the 
newspaper for most people is part 
of a routine which is very im- 
|portant to them, Social Research 
says. The routine arises from the 
|potential danger from the out- 
side world, the report says, news 
|of which the paper carries—“the 
|mmore anxious the reader about the 
|news, the more ‘old maidish’ he is 
|about his routine.’”’ Completion of 
the routine of reading the paper 
reduces the anxiety. 

“An implication of this is that 


RALPH NEAVE has joined Foote, Cone 
& Belding, Los Angeles, as an ac- 
count executive on Purex Corp. 
For the past year he has been mar- 
keting director of Raymond R. 
Morgan Co., Hollywood, and be- 
fore that was merchandising direc- 
tor of American Broadcasting Co. 


edition, carrying much the same 


news, will not have the same kind | 
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jof meaning which the earlier one 


has. This should be carefully ex- 
amined in a more intensive study,” 
it says. 


|= 5. One’s newspaper is intimately 


familiar. “The bond between the 
paper and its reader is very much 
like that between friends. There 
is the solid backlog of predictabil- 
ity, combined with the interest and 
appeal of the current ‘difference,’ 
the topics and concerns of the 
moment. ‘What has happened 
now?’ is very much the conscious 
orientation of the reader.” 

6. The newspaper provides af- 
filiations. “Finally (and also like 
a friend), the newspaper is not 
truly impersonal. It provides peo- 
ple and concerns with which the 
reader affiliates. The gossip goes 
on between paper and reader— 
reader of course providing the an- 
imation, but the newspaper com- 
municating clucks, growls and 
sighs on its part, too.” 

The Detroit Free Press study is 
based on some 300 interviews, ac- 


(ne 


gets from ads in non-local media,” 
the Free Press study reports. “We | about her invulnerable knowledge, 
know that the world fades rapidly | and she candidly values the guides 
as the horizon recedes and that|and general information she ac- 
this has sharp implications for ac-|cumulates through ads.” 

tion. The newspaper ad appears to) 

short circuit much of this, and to|® The report points out that the. 
carry a direct sense of what is|reader becomes attached to his 
available.” |mewspaper as to a human being. 
“Eventually, he can’t get along 
without it.” 


s The newspaper ad is also a lay- 
Here is the image the report 


man’s guide to economics, the re- | 
port says. “Aside from the immedi- | 
ate purchases he is planning, he 
wants to know how prices are be- 
having in general.” a new day. Most people have an 
The newspaper ad gives the|undercurrent feeling that they 
reader the feeling of being on top|need to catch up with the world 
of the market picture, which is ‘around them. 
vital to him as a buyer. | 
“Buying is an extremely im-| | ple back in touch with the world 
portant activity,” the report points |after a night of sleep. The morn-| 
out, “overlaid with many morali-|ing paper ‘heals’ this sense of gap, | 
ties and reflections on 
intelligence and shrewdness—and | and erases the temporary isolation. 
hence, self esteem. It is known that | 


newspaper: 
“1. Morning means the start of 


things they bought, in addition to, ‘The morning paper helps them 
current or future purchases Our | plan the hours to come (especially 
interviews also show that the con-/|those shopping), nourishes their 
sumer seeks, via the newspaper | spirit and re-supplies their stock 
ad, information on the economics | of conversation. 
of his world considerably beyond “The reader picks up his morning 
what expenditures or services he is| paper with the conviction that he 
momentarily seeking.” has the latest news a paper can 
The newspaper ad also allows/get, a fresh edition of life and| 
the reader to shop from his arm-| world.” 
chair, and he can do it. without 


says the reader gets of his morning 


“2. The morning paper puts peo- 


one’s | because it establishes the new day 


“3. There are those who want to) 
people often follow the market of | be ‘fed’ mentally for the day ahead. 


having to say no, the study says. 
He knows what's available where, 
what’s new, etc., and he is free 


HE CAN HELP YOU 


If you're locking for 
National Distribution 


Barney Kingston 
Merchandising Director 


if you're @ manufacturer, distributor or 
advertising agency executive seeking 
quick national distribution via the inde- 
pendent direct selling field this may be 
the most important message you ever 
read. 
You'd be surprised to know how easy it 
is to put your product or service in every 
city, town and hamlet in the U. S. Also 
in many foreign countries. 
The service of our experienced merchan- 
dising staff is available at no cost. 
They'll analyze your product. see if it 
has resultful direct selling possibilities. 
° our product qualifies they'll present 
2-year sales-tested plan for speedily 
qlee 48-state distribution—a plan that 
Govts over 50 new componies every 
. « many of which now do a 
raultimiition dollar business. 
Don't lose another day's soles. Write 
now to Borney woe Merchandising 
Director, Dept. A-i98 Opportunity Mag- 
rine, 850 North Deurborn Street, Chi- 
cago 10, Iilinois. 


@ These and other conclusions 
reached by the motivation research 
organization are summarized at the | 
end of the report published by the 
Free Press, as follows: 

1. The printed word has dignity 
and prestige. Social Research 
points out that this “cliche” is be- 
lieved—especially by housewives. 

“The inherent value of a news- 
paper is notably above tv or radio 
in their minds simply because it is 
printed,” the report says. It points 
jout that the undercurrent of feel- 
ling is that people who get their 
jnews by reading it are somehow 
better than those who get it by | 


4 leye and ear. 


| “The by-products of such an at- 
}titude usually include: self-right- 
leous feelings if one is a ‘good’ | 
newspaper reader; reluctance to) 
damage or criticize the newspaper 
| either concretely or abstractly; an 
|impulse to claim somewhat bet-| 
| ter newspaper readership (more 
thorough, wider, more regular) | 
than is the bare truth; a wish to) 
|assert one’s own value by claim- | 
ing equality with the newspaper | 
and newspaper man.’ 


|@ 2. Reading a newspaper is the | 
| good citizen’s duty. 
| “This conviction won't sell news- 
| papers, but it renders the individ- | 
/ual more susceptible to being sold 
one. It also may make him uneasy 
\if he doesn’t read one, or if he | 
| reads a poor one. He justifies | 
jreading a paper slanted toward 
feeeeatienations by constantly re- 
peating that it is a habit,” Social | 
' Research says. 
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line drawings of five Iowa Packing 
Co. meat wrappers in their actual 
| colors. 

While results were generally 
favorable, one was rather unusual. 


cording to Social Research, about !and has named an assistant to the 
twice as many as are used in the| vp of sales. John C. Blessed, for- Packer’ s Contest 

average major motivation study.|merly manager of the Winston- | 
Ty Interviews were confined to a | Salem branch, has been mremenea ae urs Sales, Alters 
4 cross-section of three classes in| to manager of the office in Bing- 
i} the Detroit area: upper-middle,|hamton, N. Y. He succeeds L. D. Kids’ Art Instruction Mrs. Bernice T. Setzer, director of 
| lower-middle and upper-lower. | Cook, who has retired. H. C. Holli- | Des Mornes, March 27—A pack-|art education of the Des Moines 
/ “Negroes—a large segment of| day has been named manager of | age coloring contest for pre-teen public school system (who super- 
Detroit’s central city population— |General Outdoor’s new branch at} children sponsored by Iowa Pack-/ vised the judging), noticed that the 
were excluded from the sample.| Kingston, N. C. Mr. Holliday has|ing Co. had an unexpected result: |entries showed children had not E& 
Accordingly there were fewer|been with GOA since 1948, last); Methods of teaching art in Des| paid close attention to the packages | === 
lower-lower and upper-lower class with the Raleigh, N. C., branch. |Moines public schools will get a|they were copying and had omitted See 
people in the sample than there GOA also has named Lawrence | thorough review. essential details. = 
would have been otherwise,” the O. Dobson assistant to the vp of| The meat packing company and 
report says. | sales, in charge of sales personnel. its agency, J. M. Hickerson Inc.,| ® In consequence, she is reviewing 

Three types of techniques were|A former GOA branch manager, New York, developed the contest to | instruction methods and problems 
used: the thematic apperception | Mr. Dobson rejoins the company promote Old Homestead table-|in all public school art classes. 
test (which involves having the|after three years as sales director ready meats—sliced bacon, sausage, | Special emphasis in the future will 
respondent unwittingly reveal his | of WHBQ-TV, Memphis. ‘cold cuts and frankfurters, Aimed be placed on personal observation 
feelings by telling a story about at youngsters from 4 to 14, the con-|and attention to detail. 
drawings he is shown); the depth National Telefilm Gains test was designed both to increase} From the company’s viewpoint, 
interview, and word or phrase as- National Telefilm Associates,| sales immediately and to develop | the campaign was successful as a 


lowe Packs Carnival of 


ing sociation. New York, has reported a net in-| tastes and habits in children. | spur to sales. W. A. Thoresen, city 
come of $145,05l1—or 22¢ per | The packing company ran two- sales manager, says that “sales ; 
General Outdoor Appoints share—for the six months ended color announcement pages in the |held up well despite price cuts by | CALLING ALL KIDS—Ads in the Des 


Blessed, Holliday, Dobson Jan. 31, 1956. This is the most suc-|Des Moines Tribune and Des| competitors. We have not reduced | Moines Register and Des Moines 


General Outdoor Advertising| cessful half year for the tv film |Moines Register inviting contest|any prices.” Tribune were used by Iowa Pack- 
Co., Chicago, has appointed two | company, which ended its 1955 | entrants to “win a free bicycle” or | Retailers tied in with the pro-|ing Co. to announce its recent con- 
new managers of branch offices | fiscal year with a deficit. ‘one of 47 other prizes by coloring! motion by displaying Iowa Pack | test which caused Des Moines pub- 


lic school system to “sharpen up” 


Washington, as vp in charge of 
sales. The company specializes in 
aluminum signs for highway ad- 
vertising. 

Tom Diskin has resigned as di- 
rector of national publicity for the 
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‘YER AAAAAAAAAAAAAAAAAAAAAAAAA AAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAA __|£2mes over Station ESO, and Staq 
S BRA AAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAA _ | the “Calling all Kids” show, spon- 
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‘SIR AAAAAA AAAS AAAAAAA A dbebeleh A MAAAAAAA AA DD A A Crosley for New Posts 
‘} AAAAS AAAAA sap Mikndaaiian Case, Caocinnatl, 
| A A AAA AAAA has resigned after 18 years with the 
company to join Land-Mark Corp., 
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NEW TRIPLE-A PLAN Here’s the best hatful in the ad business— 


the big new WLW-A TRIPLE-A Plan. . . guaran- 


© BIGGEST pop. gein—18% last 5 yrs. 


teeing Audience and Action in Atlanta! It’s © BIGGEST home building boom. Over $7 
AUDIENCE and A A A a product-matched showcase, brimful of just Million in new construction in ’S5. 
ACTION in A A A the right television shows for just the right ” ” Gh Riaindeael qeoeds te "28 one 
products—kiddies’ shows for kiddies’ products, $150 Million (est.) 
ATLANTA A A A daytime shows for women’s products, night- @ AVERAGE FAMILY INCOME $6,120 
(National ov. only $5,274) 


time shows for family products. Let us try it 
on your products for size. Remember—only 
WLW-A gives you this TV selective audience 
package—the big new TRIPLE-A Plan... 


ILLINOIS FIFTH LARGEST 
NEWSPAPER RETAIL MARKET 


(Excluding Chicago) 


we $147 MILLION SUBSCRIBER RETAIL PURCHASES 
w $30 MILLION SUBSCRIBER FOOD PURCHASES 


WLW-A 
Qtlanta ) 


guaranteeing Audience and Action in Atlanta! THE 


Daily | Pantagraph 


BLOOMINGTON-NORMAL, ILL. 
Represented by Gilman, Nicoll & Ruthman 
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Our readers spend over 


10,578,083 Circulation (ABC) at unequalled rates! 


1.8 billion dollars buys enough cars to stretch from New York to 
California bumper to bumper! But 1.8 billion is only a small part of 
what the readers of the Crowell-Collier unit have to spend. 

And now, this tremendous buying force can be yours at unequalled rates! 
Beginning this May the Unit’s three magazines — Collier’s, The American 
Magazine and Woman’s Home Companion — become available to advertisers 
as a single unit, at rates that make competition take a back seat. 

Not only are there revised frequency and continuity discounts, but 


New Yorks 640 Fifth Ave; PLaza 9-1000 B2OStOM 9 Newbury St.;COpley 7-0160 levelamd 509 Union 
Detroit 3-161 General Motors Bldg.; TRinity 5-5613 L.os Angeles 3440 Wilshire Blvd; DUnkirk 7-1251 
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as one 


the Crowell-Collier unit has created a brand new combination 
discount. Advertisers who use the unit earn discounts ranging from 
10% to 25% below one-time rates! 

This new plan is the first such step taken by a major magazine 
publishing company! Now three quality mass magazines carry 
your product into the homes of millions of Americans, making a 
larger share of the buying public more easily available to you. 
For full details, see the man from Crowell-Collier today! 


Commerce Bldg.; MAin 1-7545 Chicago 333 N. Michigan Ave.; RAndolph 6-6850 
Philadelphia 123 S. Broad St.; KIngsley 6-2152, Sam Francisco 120 Montgomery St.; EXbrook 7-1567 
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Attention Please! 


Magazine Publishers 


Does your magazine closely fit these specifications: 50,000 
to 300,000 copies; trim size 844"x 11%” or 55¢”x8%4"; 2 
colors to 4; bleed; monthly or twice-monthly issuance? 


A Midwest union publication printer, not far from Chicago 
and with real location advantages, amply financed, is ex- 
ploring expansion with added, new, rotary web letterpress 
magazine equipment—plus every other factor making for the 
most modern high speed, low cost magazine production. Plans 
now at point where we would welcome full, frank discussion 
of the benefits with interested publishers. 


Your letter or wire will bring an immediate reply. 


Box 870, ADVERTISING AGE 
200 East Illinois Street, Chicago 11, Illinois 


| Interesting People Interest 
| Interesting People Inc. 
Interesting People Inc., Holly- 
wood, is a new service which reg- 
isters “interesting people” for 
guest appearances on radio, tv and 
iclub engagements. The people 
|sought, it is pointed out, “are not 
| professionals in the entertainment 
|world but nevertheless are wel- 
come guests on shows because of 
|unusual experiences, rare collec- 


|tions, unique occupations, differ- | 


|ent hobbies, etc.” 

| Principals are Frank Norris and 
| John Thackaberry. Both had pre- 
| viously participated in radio-tv 
|publicity and public relations as 


sidiary of Curtis: Publishing Co. 


Sechter to Chester Roth 

Nikki Sechter, formerly with 
Edward L. Bernays, public rela- 
tions counsel, has joined Chester 
H. Roth Co., New York, hosiery 
|manufacturer, as advertising and 
sales promotion director for its 
Fruit of the Loom and unbranded 
divisions. 


employes of the circulation sub- | 


You can't complete a sale 
with a fraction of the buyer! 


tow <etmammry shee “ape” ets singe etwas! Rhee i s somal pines. the 
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National Industrial Advertisers Association, Inc. 
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SELLING INDUSTRIAL ADS—One of a 


Advertising Age, April 2, 1956 


Anatole Robbins Complaint 
Says Hazel Bishop Ads False 

Anatole Robbins Inc.. Holly- 
wood, has filed a complaint with 
the Federal Trade Commission 
charging Hazel Bishop Inc., New 
York, with false and misleading 
advertising. The complaint charges 
Hazel Bishop in ads in a Los An- 
geles newspaper called itself “the 
first and only cosmetic manufac- 
turer to introduce a liquid makeup 
that comes in different formulas 
for dry, oily and normal skin.” 
Donald A. Breyer, president of 
Anatole Robbins, said his company 
has been manufacturing a liquid 
makeup with formulas for three 
skin types since 1942—Anatole 
Robbins Prismatic Porcelain for 
oily skin; White Camellia for nor- 
mal skin, and Prismatic Dresdoll 
for dry skin. 

Mr. Breyer said, “We believe 


series of ads currently being run) that should this misleading adver- 


free in U.S. and Canadian publi-| tising be continued it will not only 
cations for National Industrial Ad-| cause us and stores which have 


vertisers Assn. Copy and artwork 
are contributed by Ketchum, Mac- 
Leod & Grove, Pittsburgh, under 


‘been featuring our makeups ir- 


reparable damage, but will cause 
confusion to our customers.” 


supervision of Albert R. Teifeld, | 
ad director, Copperweld Steel Co. Bromel Moves Offices 


| Bromel Associates, Detroit dis- 
15 Publications 


Time buyers! Now you can get 


CHOICE VHF TIME 
IN MILWAUKEE! 


BLACK AND WHITE PLUS COLOR AT LESS 
THAN COMPETITIVE BLACK AND WHITE RATES 


Pick your own time 
... First come, first served 
WITI-TV on the air in May 


Milwaukee's newest television station WITI-TV, goes on the 
air in May with full power—tallest tower above sea level— 
reaching 600,000 sets with top programming. Take your 
choice of half-hour shows, special events, feature films, live 
local programs — news, weather, sports — all in full color. 
These availabilities can’t last long, so get the word out to your 
clients and place your orders now. Options available upon 
request. 


Here's a Sample! 


7:30 to 9:30—Mon. thru Sat.—NTA’s “Fabulous Forty” fea- 
tures including Alec Guiness in THE CAPTAIN’S PARADISE, 
James Mason in THE MAN BETWEEN, Moira Shearer in 
TALES OF HOFFMAN, Stewart Granger in CAPTAIN BOY- 
COTT, Maurice Evans and Martyn Green in THE GREAT 
GILBERT & SULLIVAN. 


For rates, options 
and additional availabilities, 
write, wire or phone 
The Branham Co. 
or 
Sales Manager 


WITI-TV CHANNEL 6 


Milwaukee 3, Wis. 
Broadway 3-6666 


‘play and stage presentation com- 
Cooperate in NIAA 


pany, has moved to new quarters 
Educational Drive 


at 460 W. Canfield, Detroit. 

New York, March 27—Nine U.S. 
joe six Canadian publications are 
cooperating with National Indus- 
| trial Advertisers Assn. in an edu- 
| cational campaign to sell top man- 
agement on the benefits of 
industrial advertising. 

The association’s advertising 
campaign appearing currently in 
the 15 management publications 
owes its success, AA has learned, 
largely to the efforts of Albert R. 
Teifeld, advertising director of 
Copperweld Steel Co., Pittsburgh, 
chairman of NIAA’s public and 
business relations committee. 

The advertising, estimated in 
space alone at a minimum of $65,- 
000, is not costing NIAA a cent. 


Mr. Teifeld and his committee} 
raised an initial $1,300 for produc-| 
tion costs from several industrial | 
companies. When that sum was) 
used up, several other companies | 
contributed additional funds for 
artwork, typography and plates. 


= The business papers donate| 
space without charge, and Ketch-| 
um, MacLeod & Grove, Pittsburgh, | 
handles artwork and copy on the 
same basis. 

The schedule calls for one ad a 
month for seven months in each 
of the 15 participating publications 
through June. There will be a} 
break in July and August, and the 
ads will be resumed in the fall. 

NIAA undertook a similar cam- 
paign at the suggestion of the Wall 
Street Journal six years ago (AA, 
May 15, °50). Then individual 
chapters prepared the ads, which 
were screened by an NIAA com- 
mittee. But the campaign was 
{dropped after a few months, be-| 
| cause several of the chapters were | 
unable to meet schedule dates or | 
sent ads that were considered un- | 


suitable by the committee. 


|@ U.S. papers participating in the | 
|current campaign include: Amer-| 
ican Metal Markets, American} 
Machinist, Business Week, Chem- 
lical Engineering, Chemical Week, | 
|Cleveland Athletic Club Journal, | 
Plating Magazine, Product Engi- 
| neering, and Wall Street Journal. 

Canadian publications include: 
Canadian Food Industries, Cana-| 
dian Industrial Equipment News 
|Canadian Mining Journal, Cana- 
|dian Oil & Gas Industries, Cana- 
‘dian Refrigeration & Air Condi- 
tioning, and Pulp & Paper Maga-) 
zine of Canada. 

A few other publications are ex- 
pected to participate in the cam-| 


- 


paign within another month. | 


| KTBS- 


LOUISIANA 


_ Represented by 


In the Shreveport Area 


KTBS-TV 


CHANNEL 3 


According to February, 1956 
ARB Shreveport Area 
Rating Survey 


of the viewing audience 
watches Channel 3 from 
sign-on time at 10 A.M. 


557 


to 12 noon. 


AFTERNOON! 


» of the weekday after- 
82 0 noon audience prefers 
S Channel 3—leading in 


49 out of 6@ quarter-hours from 1 P.M. 
to 4 P.M. Saturdays KTBS-TV accumu- 
lates a total of 322 rating points com- 
pared to 254 for Station B. 


NIGHT! | 
. 
72% of the nighttime NBC 


Audience in the Shreve- 
TV 7 days a week. 


port Area watch KTBS- 


+ 200,000 TV SETS 
* MAXIMUM POWER 
¢ 1153-FT. TOWER 


CHANNEL 


SHREVEPORT 


E. NEWTON WRAY, President & Gen. Mgr. 


NBC and ABC 


Edward Petry & Co., Inc. 
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Mr. Eric F. C. Brackman, Canada 
Safeway Ltd., Vancouver, B.C. 


“The quality of color advertis- 
ing in Weekend Magazine is: 
remarkably good.” 


Mr. Gus Kyle, Kyle 
Bros. Sporting 
Goods, Calgary, Alta. 


“ Advertising in 

W eekend is good 
because all classes 
read it.” 
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Mr. George Tait, Carrington Lumber 
Supply, Sudbury, Ont. 


. 
“Brand name advertising in 


Weekend brings us many cus- 
tomer inquiries.” 


Mr. Lew MacDonald, MacDonald's 
Ltd., Victoria, B.C. 


“Advertising in Weekend is 
good because more people read 
Weekend.” 


ig 1,450,000 


NET PAID CIRCULATION 


- 


Retailers have high regard for WEEKEND 


Magazine. We talked to them in their own stores. 


One reason for this is that WEEKEND Magazine, 
as part of the week-end editions of their own 
daily newspaper, shares the local confidence and 
acceptance of that newspaper. It is a regular read- 
ing habit in the retailer's own community. It stirs 
up buying action among the retailer’s own cus- 
tomers. 


Retailers also told us that they enjoy reading 
WEEKEND Magazine themselves. They praised 
the excellence of the color advertising, partic- 
ularly those retailers selling products requiring 
the impact of full color. 


WEEKEND’s coast-to-coast circulation is now 
1,450,000—a whopping 500,000 more than any 
other publication in Canada. It is the largest 
single magazine audience ever assembled in 
Canada to which you can tell your story in color 
or monotone. 


Mr. Ben Morris, Royal Stores Ltd., 
St. John's, Nfld. 


“Weekend advertising is a big 
help to local firms.” 


traight from the Retailers 


WEEKEND Magazine not only has the largest 


circulation of any publication in Canada, it also 


has the lowest color page cost per thousand in the 
English field. That’s another reason why WEEK- 
END in 1955 topped all other magazines in adver- 
tising dollar volume—for WEEKEND is the top- 
value buy in the magazine field in Canada. 
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THE FABULOUS SOUTHWEST 
is the Biggest Hunk 
of the United States 
that 30¢ per line 
will buy — anywhere 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


The Fabulous Fouthuest A SCRIPPS-HOWARD NEWSPAPER 
; eee oe, EVENINGS 
NATION'S LARGEST TRADE TERRITORY 


TWO Separate Newspapers «30° Line BUYS BOTH! 


\Chirurg’s N.Y. 
Office Will Handle 
Own Media Selection 


New York, 
Thomas Chirurg Co. has estab- 
lished a new media buyer’s post in 
its New York office. It will be part 
of the agency’s facts division. 

All functions of the division, 
which is charged with market re- 
search, creative research, review 
of plans and media buying, hereto- 
fore have been performed in the 
agency’s Boston office. Now media 
selection for accounts serviced by 
its New York office will be han- 
dled by Ralph M. Bryant. 

Howard G. Sawyer, vp, contin- 


/in Boston. 


March 27—James | 


ee es eee eee he ee a ae 
| paign within another month. | [aa | 


Advertising Age, April 2, 1956 


|ues in charge of the division and | Get to Know Agency 


will maintain offices in both cities. | 


Herman A. Braumuller remains as | Creative Personnel, 


media director, with headquarters | 
Brower Urges Reps 


Wool Bureau Plans Reprints CLEVELAND, March 27—Magazine 
The Wool Bureau, New York,| representatives who want to sur- 
will distribute 12,000 reprints of|vive and flourish should get ac- 
its full-color spread which breaks|quainted with the agency’s cre- 
in Life April 2 to promote tropical | ative men and educate these men 
worsted suits and _ sportswear.| about publications. 
Manufacturers whose merchandise| “These creative people are not 
is to be featured are Fashion Park,| too well informed about media,” 
L. Grief & Bros., Hart Schaffner & Charles H. Brower, exec vp of 
Marx, H. Freeman, LeBow, Corbin,| Batten, Barton, Durstine & Os- 
and Sol Fletcher. Local retailers) born, told the Cleveland t. f. Club. 
will tie in with newspaper adver-| “They can knock your book off 
tising and are expected to use 1,-| the list with one sarcastic remark,” 
000 blow-ups of the ad. J. Walter|said Mr. Brower, who is in 
Thompson Co. is the agency. |charge of creative services at 
| BBDO, New York. 


IN INLAND CALIFORNIA (AND WESTERN NEVADA) 


a ~ 
POPCORN 10 | 


These inland radio stations, purchased as a unit, give you 
more listeners than any competitive combination of local 
stations ... and at the lowest cost per thousand! (SAMS 


and SR&D) 


In this inland market — ringed by mountains — the Bee- 
line covers an area with over 2 million people, more buy- 
ing power than Colorado, more farm income than Kansas. 
(Sales Management’s 1955 Copyrighted Survey) 


SACRAMENTO, CALIFORNIA + Paul H. Raymer Co., National Representative 


Mr. Brower pointed out that top 
creative men in agencies today 
“do not limit themselves to writ- 
ing or drawing pictures.” He said 
they often wield a potent weapon 
in plans board meetings and, in 
some cases, head agencies. 


® Describing members of his au- 
dience of magazine representatives 
as “the catalysts of the advertising 
business,” Mr. Brower called it 
“understandable but deplorable” 
that they spend so little time with 
creative people—who do not buy 
space. 

“This is a mistake,” he said. 
“The creative men do not know 
enough about space salesmen to 
learn how truthful and trust- 
worthy all you fellows are. So 
they sometimes figure that you 
may have an ax to grind. 

“They suspect almost any mag- 
azine can bake a fine cake from 
|current figures—that there is 
|probably not a magazine in ex- 
istence that is not the leader in 
something,” Mr. Brower said. 

_ Besides advising them to “cul- 
tivate” creative men in both the 
agency and the client’s ad de- 
partment, Mr. Brower offered 
|magazine representatives’ eight 
‘other sales-fostering suggestions, 
| including: 


’ 


|® Never call on anyone unless 
you’ve worked out a _ helpful 
thought to leave with him—some- 
thing he might feel like thanking 
you for. 


® Sell 12 months a year, not just 
at list time. 


® Each week see at least one man 
you have never seen before. 


e Learn your magazine—your 
|product—as well as the editor 
knows it. 


|® Remember the unspoken ques- 
‘tion that’s in the mind of every 
man you're trying to sell: “What’s 
in it for me?” 


Medical Assn. Provides 
Radio, TV Technical Advice 
The American Medical Assn. 
has appointed a special committee 
to provide scientific advice in 
Hollywood and New York on 
medical subjects in radio and tv 
shows. The committee, made up 
of 12 Los Angeles and New York 
doctors, will offer three types of 
service: (1) Checking routine 
medical facts during planning, 
writing or producing of live or 
filmed programs; (2) reviewing 
scripts for scientific accuracy, and 
(3) arranging for on-the-set med- 
ical advisors during production of 
|a television or radio program. 
| Chairman of the committee is 
Robert W. Gentry, M. D., Pasa- 
dena, Cal.; co-chairman is Gerald 
D. Dorman, M. D., New York. 


Sheraton Elects Moore 

Robert L. (Robin) Moore Jr., ad- 
vertising director of the Sheraton 
‘Corp. of America, Boston, has 
|been named to the company’s 
|board of directors. In addition to 
his other work, Mr. Moore has di- 
rected the hotel chain’s closed 
circuit television activities. 
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Concord Runs 16-Column Ads week in a new campaign which 
The Concord Hotel, Kiamesha uses 16 columns—straight across 
Lake, N. Y., broke the first ad last the fold—by 140 lines. The open- 


ing ad appeared in The New York 
¥ Times, and it is expected that 
VERY PROMOTION 
ee tes eae a. ask ee 
Ry with: Genuine Bi 


SPARK. 


cial wide-angle 180-degree camera 
which avoids distortion at both 
|ends and can take panoramic views 
|of the resort hotel’s facilities, such 
as its swimming pool and solarium. 
Kastor, Farrell, Chesley & Clif- 
ford, New York, is the Concord 
agency. 


National Dairy Sales Up 4.1% 

National Dairy Products Corp., 
New York, reports its 1955 sales 
totaled $1,260,230,000, or 4.1% more 
than the $1,210,328,000 reported 
|for 1954. Earnings rose to $40,347,- 
000 in °55, an increase of 7.9% 
over $37,393,000 in °54. National 
Dairy in ’55 did the largest volume 
of business in its 32 years of oper- 
ation, E. E. Stewart, president, told 
stockholders. 


Hunter Joins W. B. Doner 
William Hunter, formerly in 
charge of design and layout of 
Dodson-Krauss Studios, has been 
named art director of the Balti- 
more office of W. B. Doner & Co. 


adaptations of it will be placed 


in other dailies later. The cam- 


paign stems from the use of a spe- 


The PHOTOMATIC Co. 
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Canadian Dairy Has 
Premium Offer with 


Each Carton Size 


MONTREAL, March 28—Dominion 
Dairies Ltd. says it is unmoved by 
Ralston-Purina’s move to discard 
premiums (AA, Feb. 27). Quite 
the contrary. Dominion has em- 
barked upon an extensive pre- 
mium program—a rarity in the 
milk field here. 

The company, which markets its 
milk in paper cartons, plans to 
make use of the cartons in pro- 
moting its premium drive. On all 
homogenized milk quart cartons, 
a half-price offer is made for a 
complete set of sterling silver. The 
consumer can get the set one piece 
at a time. 

Dominion is offering the youth 
market a pair of roller skates on 
all chocolate drink quart and pint 
cartons. In its ice cream line, Do- 
minion offers three ball point pens 
for $1 and a camera that takes 
pictures for 75¢. An aluminum 
ice cream scoop also is offered 
with other ice cream products. 


® Evans G. Olwell Jr., director of 
advertising and sales, pointed out 
that the premiums are all self- 
liquidators. The premiums are 
purchased from Premium Media 
Services, Toronto. 

Mr. Olwell told AA that the ini- 
tial reaction to the campaign has 
been very favorable. He said the 
company soon will introduce Nu- 
milk, a new instant skim milk 
powder, and two premiums will 
be offered. The company will sup- 
port its present drive with a three- 
month all media ad campaign. 

“We have not advanced that 
far yet in our Canadian market 
where the consumer is tired of 
premiums,” Mr. Olwell said in 
commenting on Ralston-Purina’s 
| move. “From other companies’ ex- 


|periences, we know premium sell- 


® |ing can be a success. But there is 


nothing as yet to indicate that Ral- 
| Ston has anything but maybe a big 
boomerang. We are attempting to 
go along with what we believe to 


= | be successful selling.” 


Denman & Baker Adds One 

| American Community Builders 
has appointed Denman & Baker, 
Detroit, to handle its advertising 
and publicity. American Communi- 
ty Builders plans to build about 
500 homes in the Detroit area in 
the $25,000 range this year. 


Clark Named Ad Manager 

Albert N. Clark, with the com- 
pany for one year, has been named 
advertising manager of Automatic 
Temperature Control Co., Phila- 
delphia, a subsidiary of Safety Car 
Heating & Lighting Co. 


; | 


PREMIUM MILK—Dominion Dairies 

Ltd., Montreal, uses its milk and 

ice cream cartons to promote an 

extensive premium program. The 

programs are supported by all- 
media ad drives. 


Electrical Assn. Plans 
‘Housepower’ Drive 

The Electrical Assn. of Philadel- 
phia plans an area saturation cam- 
paign this spring. The four- 
pronged promotion will be built 
around “housepower” or better 
wiring, installation of electrical 
appliances, home improvements 
using electrical items and the Na- 
tional Adequate Wiring Bureau’s 
campaign. Newspapers, outdoor, 
direct mail and film presentations 
for the consumer will be used. 

The local association and its 
distributor members also will 
sponsor a $100,000 housepower 
consumer contest for the four- 
month period throughout the sum- 
mer to promote modern wiring. Al 
Paul Lefton Co., Philadelphia, is 
the agency. 


Revell Distributes Booklet 
Revell Inc., Venice, Cal., manu- 
facturer of plastic hobby kits, is 
distributing to retailers a “Dealer’s 
Profit Book,” which outlines ways 
to increase sales through tie-ins, 


shows, contests, hobby clubs, com- 
munity displays and other public | 
relations techniques. The pocket-| 
size booklet was developed by 
Henry Blankfort, Revell’s pr direc- 
tor. | 


Lever Names Three Directors 

Three vps of Lever Bros. Co., 
New York, have been elected di- 
rectors of the company. They are 
Henry Schachte, advertising vp; 
|W. N. Burding, marketing vp, and 
| John P. Moser, production vp. 
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625 U.S. Towns 
With Radio but No 
Dailies Cited by RAB 


New York, March 27—Much of 
small town America has to depend 
on radio for local news and adver- 
tising coverage. 

So reports the Radio Advertising 
Bureau, which now counts 625 
towns that are “presumably too 
small to be served by a local daily 
newspaper” but do have their own 
radio stations. Many of the stations 
are relatively new. 

RAB points out that these broad- 
casters provide the “big city” ad- 
vantages of daily local news serv- 
ice for their listeners and advertis- 
ing flexibility for their customers. 

Highest concentration of stations 
in newspaperless town is in the 
South. Texas has 56 communities 
with a radio station but no daily 
paper. Next are North Carolina 
with 44, Alabama with 40, Georgia 
with 38, Tennessee with 32, Florida 
with 29 and South Carolina and 
Virginia with 25 apiece. 


8 “This development of daily ad- 
vertising service in these communi- 
ties after decades of dependence 
on a weekly advertising service is 
materially changing the way busi- 
ness is done,” Kevin Sweeney, 
RAB president, said. 

“Daily news provided by these 
radio stations, dealing with their 
own communities and thousands of 
satellite communities, is making 
radio stations the only important 
‘information center’ in hundreds of 
counties throughout the U.S.” 


Boyd Heads Hudson Sales 
Virgil E. Boyd has been ap- 
pointed general sales manager of 
the Hudson Motors division of 
American Motors Corp., Detroit. 
Formerly assistant for automotive 
sales to George Romney, American 
Motors president, Mr. Boyd suc- 
ceeds N. K. VanDevzee, former vp 
of Hudson sales, who has resigned. 


Schell Brewing to Jenkins 

August Schell Brewing Co., New 
Ulm, Minn., has appointed Ray 
C. Jenkins Advertising Agency, 
Minneapolis, to handle its adver- 
tising. ‘““Packaged Pleasure” is the 
theme of a newspaper, radio and 
outdoor campaign, which began 
April 1. 
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TANGALIZED—That’s a sub-theme in 
this and similar color pages which 
Squirt Co. has scheduled for Life 
and Look this summer. Harring- 
ton-Richards division of Fletcher 
D. Richards Co. is the agency. 


Squirt’s ‘56 Plans 
Include Network 
TV, More Outdoor 


SHERMAN Oaks, CaL., March 28 
—The annual warm weather ad 
campaign of Squirt Co. will in- 
clude network tv for the first 
time as a supplement to the com- 
pany’s usual emphasis upon mag- 
azines. The campaign will be “sub- 
stantially increased” over last year 
when Squirt used more than 16 
pages and half-pages in magazines. 

Life and Look will carry sched- 
ules May through September, in- 
cluding color pages and two-color 
half-pages. Plans call for tie-ins of 
local bottlers with the food and 
beverage promotions of these mag- 
azines. 

Tv plans call for at least one 
participation a week, June to Sep- 
tember, on 88 stations carrying 
NBC-TV’s “Today.” Special pro- 
motions are scheduled at the lo- 
cal level in cooperation with NBC. 


® Local Squirt franchise holders 
—there are more than 300—have 
indicated they will make heavy 
use of newspapers and outdoor. 
Previously outdoor has not been 
used very extensively. Squirt Co. 
is furnishing a series of news- 
paper ads featuring Squirt both as 


’ a soft drink and as a mixer. Three 


new 24-sheet designs are also 
available. 

The campaign will continue use 
of the theme introduced in 1950: 
“If sweet soft drinks leave you 
thirsty—switch to Squirt.” A sup- 
plemental theme will be “TANG- 
alized for complete refreshment— 
Never an after-thirst.” 

Harrington-Richards division of 
Fletcher D. Richards Co., Los An- 
geles, is the agency. 


‘New Yorker’ Elects Botsford: 
Reports ‘55 Profit Up 

S. B. Botsford, formerly treas- 
urer of The New Yorker, has been 
named president of The New York- 
er Magazine Inc., publisher of the 
magazine. He succeeds R. H. 
Fleischmann, publisher since the 
magazine’s inception in 1925, who 
now becomes chairman of the 
board. Peter Fleischmann suc- 
ceeds Mr. Botsford as treasurer. 

The annual report of the maga- 
zine showed a net profit for 1955 of 
$1,313,092, as compared with $955,- 
043 for 1954. 


Reference-Pictures Bows 
Reference-Pictures Inc. has 
opened offices at 104 Fifth Ave., 
New York, as a rental library of 
picture clippings for art directors, 
artists and designers. The library 
consists of more than 1,000,000 
color and b&w pictures, clipped 
from magazines and books, to be 
used as reference for sketches and 
drawings and to illustrate layouts 
and comprehensives. None are for 
reproduction. 


| Publishes Assn. Directory 


The “Encyclopedia of American 


| Associations” has been published 


by Gale Research Co., 247 Ken- 
worth Rd., Columbus. The direc- 
tory, selling for $15 a copy, lists 
more than 7,000 trade, business, 
professional, scientific, labor, so- 
cial, welfare, fraternal, etc., or- 
ganizations. Information about 
each association includes the ad- 
dress, name of the principal of- 
ficer, number of local groups and 
a general description outlining 
membership and purpose of the 
group. 


Mager to Stanley Publications 
Norman R. Mager has been ap- 
pointed circulation manager of 
Stanley Publications, Chicago, 
publisher of Transportation Supply 
News and Jobber Products News. 
Mr. Mager formerly was with John 
H. Reardon Co., circulation and 
circulation consulting company. 
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She’s A Big One, 
All Right! 


WHO-TV is as big a television value—and 
getting bigger all the time! 

As of March, last year, the lowa Television Audience 
Survey found that 74.2% of all lowa families 
owned television sets. Today we conservatively 
estimate that WHO-TV’s coverage area has 284,500 
television sets — viewed by over one million 

people, divided almost exactly 50-50 between 

urban and non-urban families. 


Ask Peters, Griffin, Woodward, Inc. for all the facts on 
WHO-TV— Channel 13— NBC-TV in Des Moines. 


Channel 13 - Des Moines 


Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 
Peters, Griffin, Woodward, Inc. 


National Representatives Affilioie 
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WELVE YEARS in a row— every spring — 

the Ferry-Morse Seed Company has spent 
the greatest part of its advertising budget on 
the CBS Radio Network. (Last year, 66%.) 
Ferry-Morse sells more seeds than any company 
in its field. And every planting season, it 
buys CBS Radio’s Saturday morning program, 
‘Garden Gate,’’ for this major selling effort. 
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It happens every 


The success of the choice speaks for itself... 
in the clear evidence of a first-year venture 
followed by 11 ‘‘renewals,” regular as spring! 
Now, it’s time to think of summer. People 
will be heading outdoors... for backyards and 
barbecues and weekend drives. It’s a good 
time to start using the special sales power of 
a campaign on CBS Radio. 
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! spring... 


Throughout the entire broadcast day—week after 
week—this network is the outstanding favorite 
with listeners across the nation. On CBS Radio, the 


average sponsored program (Oct. 1955- Feb. 1956) 


attracts a 72 per cent larger audience than the next 
nearest network... 144 per cent larger audience 
than the third network... 1/7 per cent larger than 
the fourth network. The big reason, of course, is 


the ‘‘product’’... CBS Radio’s unbeatable array of 
top stars and shows, four seasons a year. Each 
spring, Ferry-Morse buys CBS Radio to reach home 
gardeners. If you, similarly, want to reach a 
specific audience...or sell a seasona! product...or 
if you want to talk to everybody all year round... : 
use the proved power, persuasiveness and flexibility 
of CBS Radio for the job. 
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Year After Year 


PREFERRED BY CLIENTS 
ACCLAIMED BY CENTRAL 
OHIO VIEWERS 


Preferred! WDMS-tV carries 60.2% of all 
client and agency owned national and 
syndicated film shows seen in this area. 


Year after year produces product sales 
records that result in program re- 
newal business. For example, 
there are four sponsors who 
have successfully been using 
whns- t¥ for four uninter- 

rupted years, and two others 
now in their third year. 


Central Ohio viewers acclaimed 
these shows with dominant tune-in 
ratings, far over-shadowing the 2 
other competitive stations. 


FOR HIGH SALES RETURNS 
MAKE WBNS -TV 
YOUR STATION TOO 


CBS-TV Network 
. Affiliated with 

Columbus Dispat 

General ales 


Office : 33 N High 


‘ 
REPRESENTED 
BY BLAIR TV. 


channel 10 
columbus, ohio 


BBC Television Is 
Best in World, 
Says Sir Ian 


New York, March 27—Sir Ian 
Jacob, director-general of the 
British Broadcasting Corp., last 
week defended the advertising-less 
BBC as the best broadcasting sys- 
tem in the world. 

Throwing aside his British re- 
serve—he conceded that “trumpet- 
blaring has its place”—Sir Ian told 
the Radio & Television Executives 
Society: 

“I challenge anyone to show 
that there is anywhere in the 
world a television service that ex- 


ceeds in range of material, in en-| 
terprise for new program ideas and | 
in technical quality, | 
and in general standard, that of | 


techniques, 


the BBC. 
“That is perhaps a bold claim to 
make in the center of so great a 


collection of high-class operators | 


as New York. But I make it, and 


we in the BBC are ready to sub-| 


stantiate it.” 


® Sir Ian explained that he was 
blowing the BBC trumpet to coun- 
teract previous reports published 
in America. He ‘said these reports 
reminded him of the tales “that 
might have been current in the 
days of the great explorers. Re- 
mote foreign lands had been visit- 
ed by these men, who brought 
back fantastic tales of the habits 
of the natives.” 

The BBC chief said both Amer- 


icans and the British have been too | 
“to assume that because! 


quick 
something works well in their own 


country, it is automatically suit-| 


able for adoption in other parts of 
the world.” 
Referring to the birth of com- 


mercial tv in Britain, Sir Ian said | 
this development “was hailed in| 


the U.S. as progress—the British | 
were at last seeing sense.” How-| 
ever, he pointed out that “the form | 
this new system has taken is not} 
the American form.” (British com- 
mercial tv has spots but prohibits | 
sponsor identification with pro- 
grams.) 


® Sir Ian said it is too early yet to 


Look who's kissing now 


Cemenmenty (Nev us! pow 6 are peeeters 
TyeOre yarn Sook ond lee! he precious emBOr 
mneh ny a RD ae he ay ey eee been ee 


Tha 8 MAN story Tore ime meet ontemaenes 
are pare ten Caren one fant 9 he mon 
I i ead 
ound to ote When &  eaenytenpe 


| FISHY FUN—Textured Yarn Co., in 
its campaign “it takes two”’—Ty- 
cora yarn and a knitwear manu- 
facturer—to make “loving sweat- 
ers,” introduces Carlisle Sports- 
wear as a new user. Hockaday As- 
sociates, New York, is the agency. 


means of financing broadcasting 
“but is something desirable as an 
end in itself.” He noted that Pat 
Weaver, board chairman of the 
National Broadcasting Co., enun- 
ciated this concept on a visit to 
Britain last fall. He quoted Mr. 
Weaver as saying: 

“I have always thought that tak- 
ing pride in having a broadcasting 
instrument that did not carry ad- 
vertising was like taking pride in 
a railway system that did not carry 
freight.” 


8 “Well, that is a point of view,” 
conceded Sir Ian, amidst peals of 
laughter from the audience. “But 
I have not yet heard of anyone 
who desired that the coals be car- 
ried in the Pullman carriage. Any- 
way, it is quite a new idea to us.” 
Sir Ian also suggested that it is 
difficult for Americans to appre- 
ciate the economic facts of life in 
Britain. He pointed out that Brit- 
ain must buy nearly half of its 
raw materials and food abroad and 
pay for these with exports. As a 
| result, he said, any encouragement 
|of home demand leads to swelling 
imports; this makes it easier for 
manufacturers to sell at home, but 
reduces the all-important export 
effort. 

| Sir Ian said that because of these 
|conditions the British government 
has just imposed restrictions which 
wi!'! prevent the BBC and the 


judge the impact of commercial tv new commercial tv service from 
in Britain but he predicted that the |expanding their operations imme- 
BBC will outshine the new service | diately. 

in every category with the possible| Sir Ian reported that there are 
exception of light entertainment.;now more than 14,000,000 radio) 
“We do not fear competition,” he} sets in Britain and nearly 6,000,000 
assured the audience. tv receivers. Owners of these fa- 


Pointing up differences between | cilities must pay an annual Ncense 
the U.S. and Britain, Sir Ian said | fee, from which the BBC derives | 
Americans apparently accept as/its main financial support. Sir Ian | 
“natural” the concept that adver-|said revenue from license fees is 
tising is not merely a convenient currently £21,000,000 a year. 
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| Pulse Survey Divides N. Y. 
Population Culturally 

More than six out of every ten 
people in the largest U.S. city fall 
| within four cultural groups—Jew- 
lish, Italian, Negro and Puerto Ri- 
|can. These groups account for 5,- 
| 352,700 people, or 66.6% of New 
York’s 8,028,400 population, ac- 
cording to the 1956 Pulse survey, 
conducted annually for Joseph 
Jacobs Organization Inc. 

The four groups break down nu- 
merically and percentage-wise as 
follows: Jewish, 2,530,400 (31.5% ) 
| Italian, 1,192,000 (14.8%); Negro, 
800,300 (10%) and Puerto Rican, 
830,000 (10.3%). Advertisers and 
'}agencies seeking further specific 
information may obtain it from the 
Joseph Jacobs Organization, 342 
Madison Ave. 


New York State Ponders 
Newspaper ‘Definition’ 

The New York Press Assn., a 
state association of weekly news- 
paper publishers, is backing a bill 
which would legally define a news- 
paper in the state of New York. 
Under the proposed definition a 
newspaper means a_ publication 
that is printed, has a bona fide 
paid circulation, is printed at 
“regular stated intervals of at 
least once each week” and is “pub- 
lished primarily for the dissemina- 
tion of general or local news or as 
a commercial, financial, religious 
or legal journal.” The bill, aimed 
at making shopping throwaways 
ineligible to print legal notices, 
has passed the senate and is in the 
assembly rules committee. 


Puffer Co. Adds One 
Miller-Carlson Services, Chica- 
go, which provides temporary 
workers, both men and women, 
has appointed Charles O. Puffer 
Co., Chicago, to handle its adver- 
tising and public relations. 


PRESS CLIPPINGS 


News items, editorials, advertisements 


Make Authentic Records 


You can check results promptly and base 
decisions on accurate facts with service by 


tstasusee oa 

PRESS CLIPPING BUREAU 

BArcley 7-537! 

165 Church Street New York 7, N.Y. 
And to keep these records for reference 
we offer sturdy, handsome, indexed 


Loose Leaf File Books 

in two practical sizes; rubber cement; 
plastic laminating if desired. 
BURRELLE’S 


PRESS CLIPPING BUREAU 
165 Church Street * New York 7. N. Y. 


MEREDITH Zadéo aud Television STATIONS 
attiliated with Detter Homes and Gardens ana Successful Farming magazines 


Ms agp gece al 


620 kc. 
cBs 


SYRACUSE 


Represented by KATZ AGENCY 


Pritt 


Channel 8 
css 


INC. 


JOHN BLAIR & CO. 


Channel 6 | 
cBS 
BLAIR TV, INC. 
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Hazel Bishop Buys 
‘Murray Party’: Will 
Hike Night TV Use 


New York, March 27—It looks § 
like a busy tv summer for Hazel |§ 
' 


Bishop Inc. 


The company has signed for al- || 
ternate sponsorship of the “Arthur | | 
(CBS-TV) with 


Murray Party” 
Toni Co. starting April 5 at 10 p.m., 
EST. The commercials will be 
used for Leap Year Red lipstick 
and the new Hazel Bishop liquid 
makeup. 

Previously these two companies 
were co-sponsors of “Stop the 
Music,” but that was before Toni 
went into the lipstick business. 

North Advertising, Chicago, is 
handling for Toni. 

Meanwhile, Raymond Spector 
Co. has indicated that Hazel Bish- 
op, which has been cutting back on 
nighttime network tv lately, will 
begin to move in the opposite di- 
rection. The agency is shopping for 
time spots for two new audience 
participation shows for a May 
kickoff. This will be a few weeks 
after the cosmetics maker finishes 
its run (AA, March 19) as co- 
sponsor of “This Is Your Life” 
(NBC-TV). 


= This network expansion will not 
disrupt the rest of the cur- 
rent broadcast schedule, which 
includes participating sponsorship 
of “Wendy Warren” (CBS Radio) 
and Garry Moore and Bob Crosby 
(CBS-TV) and some spot tv. 

Johnny Carson, whose cancela- 
tion by General Foods created this 
nighttime vacancy, will continue 
to work for Columbia as a daytime 
attraction. He will be the summer 
replacement for the “Robert Q. 
Lewis Show.” There is no infor- 
mation yet on sponsors for Mr. 
Carson. 

On the same network, American 
Home Products Corp. will cut 
down on summer expenditures, 
with Lanolin Plus coming in for 
seven alternate-week telecasts of 
“Name That Tune,” starting 
today. Biow Co. handles for Lan- 
olin Plus. 


International Latex Boosts 2 

International Latex Corp., New 
York, has appointed David Ketner 
vp in charge of advertising and 
Harold Rudominer vp in charge of 
sales. Mr. Ketner, ad director for 
more than a year, was previously 
with Ted Bates & Co., Procter & 
Gamble, Lever Bros. and Macy’s. 
Mr. Rudominer, formerly national 
sales manager of the family prod- 
ucts division, was at one time with 
Whitehall Pharmacal Co. and An- 
drew Jergens Co. 


Newspaper Ads Set Record 


National newspaper advertising 
has set a two-month record, 
bouncing 19.4% above January- 
February, 1955, according to the 
Bureau of Advertising, American 
Newspaper Publishers Assn. Auto- 
motive linage was up nearly 40% 
for the two months, while general 
improved more than 11%. The im- 
provement for all classifications 
during the first two months of the 
year was better than 10%. 


Flannigan Named Ad Manager 

Dr. Norman A. Flannigan has 
been appointed manager of adver- 
tising and public relations of Con- 
solidated Vacuum Corp., Roches- 
ter, N. Y. He was formerly training 
director of the Rochester division 
of Consolidated Electric Corp. 


NE CLASS 


— BIGGEST — 
— BY THE MILLIONS — 


Rates & Data for the asking 


PUBLISHERS CLASSIFIED DEPARTMENT 
6, ILLINOIS 


CLINTON ST., CH 


MICHAEL W. GRADLE has been named | 


to head the Hollywood office of 
Needham, Louis & Brorby. For- 
merly a tv-radio producer in the 
agency’s Chicago headquarters, Mr. 
Gradle succeeds Frank Pittman, 
who has resigned, as of May 31. 


nc A eal) ed 


P&G Offers Fluffo Cookbook 
Procter & Gamble, Cincinnati, | 
has launched a month-long cam- 
paign, offering a 112-page Golden 
Fluffo cookbook, “Creative Cook- 
ing Made Easy,” in exchange for a 
certificate from a 3-lb. can of 
Fluffo or a regular F luffo label and 
50¢. All Fluffo tv and radio prop- 
erties will be used, plus color pages 
in April issues of American Home, 
Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Jour- 
nal and McCall’s. Biow Co., New 


: | York, is the agency. 


| Schleitwiler Appointed | 


Hal Schleitwiler has resigned as 


director of industrial relations, Na-| | 


| 
tional Can Corp., to become direc- 


tor of labor relations for — 
Research Corp., New York. Mr. 
Schleitwiler’s position at National | 
Can has not yet been filled. 


a — 


of all major 


IN CANADA 
more then *Ards 


goods and services 
sold in Toronto 


are bought by 
readers of the 


TORONTO 


DAILY STAS 
80 KING ST. WEST 


*SOURCE: Gruneau Research Survey, 1955 — 
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small towns. 


A figure Filbert (S.C., 
has figured out that the Grit market is bigger than 
Cleveland, Pittsburgh, Washington, Rochester and 
Indianapolis combined. 

But advertising aimed at metropolises misses the 
people in this market. 
spread out all over the U.S.A. in towns like the ones 
from which we snagged the postmarks. Towns more 
than a hoot and a holler away from big cities. 
Towns no commuter’s local ever whistled at. True 


W.Va.) from Fiftysix (Ark.) 


They're grass-routs people— 


The weekly Grit audit now hits 800,000 copies 
in 16,000 towns—and keeps on going. That means 
better than 334 million readers. And 58.54% of 
them in towns of 2500 or less! No other national 
magazine comes even close to such small-town con- 


All postmarks are actual reproductions. Post 
offices mentioned in the text really exist. 


Grit—weekly best-seller in America’s least exploited market 


centration. Which is one important reason why 
small towns represent America’s least exploited 
market. 

Grit belongs in small towns the way chocolate 
cake does in church suppers. Small-town people 
live by it. They get their news, fiction, games, 
comics, menus, patterns, workshop plans, child- 
raising hints, poetry and puzzles from Grit. 

And it’s their buying guide, too. We've 20 years’ 
documentary proof of that. The best proof, though, 
is your own. That costs about $1 per town per year 
for a full-scale, large-space campaign. Take your 
Place (Ky.) in the small-town Sun (La.) with Grit! 


Grit Publishing Co., Williamsport, Pa. « Represented by Scolaro, Meeker 
& Scott in New York, Chicago, Detroit, Philadelphia; and by Doyle & 
Hawley in Los Angeles and San Francisco 
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way to tutu 7 


Are you confused by endless 
detai!s in production? 

Then let Pontiac set you right. 
Six unified services, photog- 
raphy, art, color process, 
photoengraving, electrotyping 
and ad setting—choose them 
all or one. We can help you no 
matter which way you're 
going. Actually we've been 
doing it for busy production 
men for 40 years! Call or 
write us now! 


SOLOR PROCEss 
ART Worx 
PHOTOENGRAVinGs 


TYPOGRAPHY 


apHyY UNIFIED 
eco SERVICES 


Pontiac 


Engraving & 
Llectrotype Co. 


812 W. VAN BUREN STREET 
HA ymarket 1-1000 © Chicago 7, illinois 
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Industry Ad Expenditures by Classes 


Source: Leading National Advertisers Inc. 


| These figures show advertising expenditures 
- all companies in the PIB Service—comparing 


1955 to 1954 in totals and by classes. *Network radio 
figures are included for 1954 only. 


2! ae 1954 i 1955 


General anc 
Farm Magazir« 
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Network Radic #! 
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175,820, 67 
| Toiletries and Toilet Goods 


- ——_+ 
| Automot ive Automotive Accesories ane Equipment 116,822, 12 


74 837 811 
62,988, 364 
61,619,468 


59,190,397 


49,804,190 
42,999,762 
Buriding Materials, Equipment and Funores 
Household Furnishings 7 5 “i 
Consumer Services 
Office Equipment, Stationery and Writing Supplies 


24,812,659 


Radios, Television Sets, Phonographs, Musica! Instru- 
ments and Accessories 


Insurance 20,746,173 


Treat, Hotels & Resorts 


Confectionery and Soft Orinks 


Jeweiry, Optical Goods and Cameras 
Gasoline, Lubricants and Other Fuets 


Rewait . ) Direct ed Mail 
Publishing and Media 


Sportings Goods and Toys 


17,985,108 


14,463,401 


10,315,990 


Agriculture and Farming 

Aviation, Aviation Accessories and Equipment 
Frevant, Industrial & ‘Agricultural Development 
Entertainment and Amusement 
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Radio, TV Women to Aid 
Community Projects 

American Women in Radio & 
Television, a national group of 
more than 1,300 broadcasters, has 
completed arrangements with the 
Advertising Council to take on 
five major public service cam- 
paigns and to give each a concen- 
trated community promotion for 
about ten weeks. 

The five projects and volunteer 
advertising agencies on the cam- 
paigns are American Council to 
Improve Our Neighborhoods (Ac- 
tion), Young & Rubicam; Register 
& Vote (American Heritage Foun- 
dation), Leo Burnett Co.; Highway 
Safety (National Safety Council), 


Campbell-Ewald Co.; Better 
Schools (National Citizens Council 
for Better Schools), Benton & 
Bowles, and Religion in American 
Life (Religion in American Life 
Inc.), J. Walter Thompson Co. 


Whitehouse Joins Shell 

Jack Whitehouse has joined 
Shell Oil Co., Los Angeles, as a 
member of the public relations 
staff in charge of press relations. 
He replaces William Hoyt, who 
now heads Shell’s public relations 
activities in Tulsa. Mr. Whitehouse 
most recently had worked with 
several public relations accounts | 
as a free lance agent. 


“magazine 


FIRST IN THIS MARKET 
OF HEAVY SPENDERS 


ONLY WAY | cou \ 


GET TO BERMUDA 
AFTER PAYING FOR 
THE THINGS MY 
ENGAGED DAUGHTER 
SAW IN BRIDES 
MAGAZINE. 


| 
| 


| 


Time Inc.'s Profits 
Hit $9,000,000 in ‘55 


New York, March 27—Time Inc. | 
yesterday reported net revenues of 
$200,182,000 for 1955—a record in 
the company’s 33-year history. It| 
was the sixth straight year in 
which the company’s revenues 
showed a gain over the previous | 
year. } 

The 1955 net revenue figure was 
12% higher than net revenues of 
$178,156,000 recorded in 1954. Time | 
Inc.’s net profit after taxes was | 
$9,196,000, or $4.72 per share of. 
common stock outstanding. In 1954, 
the net profit amounted to $8,057,- | 
000 or $4.13 per share. 

Dividends during 1955 totaled 
$5,361,000 and were paid at the 
rate of $2.75 per share, as com- 
pared with $4,876,000 and $2.50 a 
share in 1954. Dividends have now 
been paid by Time Inc. without in- 
terruption for the past 26 years. 

The company’s advertising in- 
come hit an alltime high in 1955. 
After deducting agency commis- 
sions and discounts, ad income 
amounted to more than $144,000,- 
000, a gain of more than $11,000,- 
000 over 1954. These added rev- 
enues resulted from an increase in 
total advertising pages sold as well 
as from higher page rates. 


Needham & Grohmann Adds | 
McNicol Pottery Co. 

D. E. MeNicol Pottery Co., 
|Clarksburg, W. Va., has appointed 
Needham & Grohmann, New York, 
to handle advertising for its insti- | 
tutional china. A campaign of two- 
color spreads is scheduled for 
American Restaurant, Institutions, 
Restaurant Management and Pa- 
cific Coast Record to promote per- 
sonalized china to restaurants “for | 
no more than you’d pay for ordi- 
nary decorated china.” 

The ads will also suggest that | 
restaurants send in a matchbook, | 
letterhead or menu and ‘McNicol | 
will in return send a suggested de- 


| sign motif and cost estimate. 


RAB Names Baker, Riso 


James Baker, formerly assistant 
| director of local sales and service 
‘of the Radio Advertising Bureau, | 
New York, has been named man-— 
ager of station service of RAB. | 
| Vincent J. Riso, previously an 
“account executive with General | 
Outdoor Advertising, has been | 


named a sales executive in the na- 


| tional sales department of RAB. | 


4,031,046 


Advertising Age, April 2, 1956 


SCBA Survey Shows Radio 
Stations Gain in Revenue 

The average radio station in the 
ten-county area covered by the 
‘Southern California Broadcasters 
|Assn. showed an increase of 24% 
in gross revenue in 1955, compared 
with 1954, a survey by the associa- 
tion shows. In the greater Los An- 
geles area, station gross was up by 
|more than 34% 


=| The SCBA report states that 


‘since 1949 the radio business in 
|Southern California has increased 
at a rate in excess of 16% each 
year. It also shows that radio sta- 
tions, excluding networks, pro- 
vide fulltime employment for 
more than 1,200 people, and havea 
gross annual payroll of more than 
$7,785,000. 


Keystone Names Peterson 
Keystone Broadcasting System, 
| Chicago, has appointed E. Richard 
| Peterson an account executive. Mr. 
|Peterson, the son of Edwin R. 
| Peterson, Keystone vp, formerly 
|was Oakland district office man- 


= | ager of Illinois Bell Telephone Co. 


stations 


KDUB-TV 


LUBBOCK, TEXAS 


KPAR-TY 
ABILENE -SWEETWATER, TEXAS 
K D . 


LUBBOCK, TEXAS 


President end Gen. Mgr., W. D. “DUB” ROGERS 
Netionel Seles Mgr. E. A. “Guzx” Homett 
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International Radio 
Sales Bring ‘Steady 
Progress’ for WRUL 


New York, March 28—WRUL, 
international short wave radio sta- 
tion operated here by World Wide 
Broadcasting System, has been 
selling commercial time for five 
years. And while sponsors have not | 
been plentiful, Walter S. Lemmon 
reports steady progress. 

Mr. Lemmon, president of World 
Wide, founded WRUL in 1931 as a| 
non-profit educational venture in 
building international good will. 
It was supported 
by foundation 
grants. 

Mr. Lemmon, 
decided to seek 

advertising sup- 
portin 1950. 
Since then, he 
has succeeded in 
putting together 
a Latin American 
network of 


Walter S. Lemmon 


export selling has been “treated | 
as a stepchild” and that interna- 
tional ad budgets have been in- 
sufficient. 


s One of WRUL’s problems is in- 
adequacy of audience research | 
overseas. The station quotes “local | 
radio surveys,” but these are not} 
|too well regarded, as witness the | 
| fact that WRUL has to rely heav- 
ily on appreciative letters from 
listeners as proof of its audience. 


Revlon Sales, Net Beat All 
Expectations, Ist Report Shows 

Sales and earnings for Revlon 
Inc., New York, exceeded end-of- 
year estimates, according to the 
company’s first annual report. Net 
sales for 1955 were $51,646,612, an 
increase of 54% over 1954 sales of 
$33,604,000. Net income after taxes 
totaled $3,655,950, an increase of 
182% over the previous year’s in- 
come of $1,297,826. 

Earnings per share in 1955 were | 
$2.74, compared with earnings of 


4 97¢ in 1954. 


one of the 


FIRST 100 
MARKETS 


OVER % MILLION PEOPLE 
WITH 
57% ON ILLINOIS SIDE 


Represented By 
ALLEN-KLAPP CO. 


stations in Cen-| 


tral America,! 


Mexico, Colombia, Venezuela, Cu- 
ba, Puerto Rico and the Dominican 
Republic. 

These stations pick up WRUL 


programs and rebroadcast them) 
on local wave lengths. Mr. Lem-| 


mon asserts that an advertiser us- 
ing the full network can reach an 
audience of 2,700,000. Fifteen- 
minute weekly cost: $800. 


# WRUL has made two notable 
network sales. In 1954 and again 
last year, the Texas Co. sponsored 
the World Series. Last fall the oil 
company used a network of 10 sta- 
tions in Cuba, eight in Venezuela, 
three in Mexico, three in Puerto 
Rico, two in Central America, two 
in Colombia and one in the Do- 
minican Republic. 

The network currently is being 
used for rebroadcasts of the three- 
hour Metropolitan Opera pro- 
grams Saturday afternoons. Radio 
Corp. of America International 
records the programs and Ester- 
brook Pen Co. is a sponsor. 

WRUL broadcasts mainly in 
Spanish—16 hours a week. How- 
ever, it also beams programs in 
English, Portuguese, 
and Swedish. 


Norwegian 


Mr. Lemmon now has plans to_ 


extend his network operation. He 
hopes to add affiliate stations in 
Peru, Chile and Argentina. In ad- 
dition, he is trying to build a 
Portuguese network in Brazil. 
WRUL now broadcasts five hours 
a week in Portuguese. 


# Naturally WRUL also tries to 
sell 


advertisers on using direct) 


short wave broadcasts. The 15-| 


minute weekly cost is $150. Mr. 


Lemmon points out that in Latin | 


America there are 4,000,000 radio. 
sets equipped to receive short wave 
direct. 

One of WRUL’s most popular) 
sponsored programs is “American 
Business Bulletins,” a 
minute report on closing prices of 
some 230 stocks. It goes out in 


| 


daily 15-) 


English to Europe at 4:20 p.m. and | 
to Latin America at 6:15 p.m. Mer- | 
rill Lynch, Pierce, Fenner & Beane 


provides the information and has 
been a sponsor for five years. 
Four other sponsors recently 
signed are: RCA _ International, 
Pan-American World Airways, 
Minnesota Mining & Mfg. 
United Business Service of Boston. 
Mr. Lemmon looks for better 


ats 


VA. 11-2868 «© 


and | 


times ahead because of the in-| 


creased interest in overseas mar- 
kets. He complains that up to now 


If you’re getting 
BETTER QUALITY 


elsewhere, don’t bother, 
say p. ?f not, here’s our address. 


WALK advertising typography 
Telephone MO 4-6134 @ 11 E, Hubbard, Chicago1) 


TU HONE HOWARD STALCUP 
KANSAS CITY 
COLLECT NOW! OR SEE YOUR AGENCY 


f= 


OUTDOOR ADVERTISING 


...and 


bu! 


age... THE BEST 

“*” LOCATION IN 
KANSAS CITY 
WILL SOON BE 
AVAILABLE 


Bold Design Establishes Immediate Brand Identity 


Stalcup 


INC. OUTDOOR 


Icup @ SPECTACULARS @ POSTERS e PAINT 
3126 MAIN ST. VA. 1-2888 KANSAS CITY, MISSOURI 
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PROGRESS—Marschalk & Pratt is marking the begin- and screening room. Black and white decor is ac- 
ning of its second year as a division of McCann-_ cented by red and turquoise upholstery and drapes. 
Erickson by moving into new offices at 460 Park A roomy executive’s office (right) has walnut fur- 
Ave., New York. Shown here is a view of the con- niture and red and blue upholstery against b&w 
Buckley Shellenberger Dwyer ference room which doubles as an auditioning studio walls. 


HEADS TOGETHER—James Shellenberger, advertising and promotion 
manager of the Ladies’ Home Journal, discusses the program for 
the Philadelphia Guild of Advertising Men with Earle Buckley Jr., 
of the Buckley Organization, president of the Guild, and James 
Dwyer, vp of the William Jenkins Advertising Agency, program 
chairmen of the club. 


tae 


es 


PREVIEW—Hugh Bailey, art director of Life’s advertising promotion 
department, shows Life’s special brand names poster to Henry E. 
ey Abt, Brand Names Foundation president. Along with an “advertised 
TV PROMOTERS—Oliver Treyz, president of the Television Bureau of tion of beauty and advertising in Life” kit and institutional thematic banners, this poster will be 


AD QUEEN—Her name’s Ann Fioril- 
lo and she’s an assistant time buyer 


in the New York office of Mac- 
oS Rages W.&. Ragen Teeys Clipp Manus, John & Adams. A combina- 


Advertising, New York, poses with the recently elected officers of brains, Ann has been chosen Miss distributed by the foundation to retailers for Brand Names Week. 
TvB: Lawrence H. Rogers, WSAZ-TV, Huntington, W. Va., treasur- Advertising by the Assn. of Adver- 
er; W. D. Rogers Jr.. KDUB-TV, Lubbock, Tex., chairman, and tising Men & Women. 


Roger W. Clipp, WFIL-TV, Philadelphia, secretary. 


Soft Colors 2 


in ZEE tissu 


ADGIRt—Pret- 
ty Donna Dorn, 
chosen Miss Den- 
ver Press Pho- 
tographer, in 
quieter moments 
decorates the of- 


Ball Hagstrom Wise Price Pettit fices of Math- 
THREE DIMENSIONAL—Shown here is the first bulletin manager, of the consumer products sales division of ews-Roberts & 
in a new series promoting Zee consumer products of Crown Zellerbach; Clifford E. Ball, account execu- Co., Denver 
Crown Zellerbach Corp. Under the hat are Clark tive of Brisacher, Wheeler & Staff, Crown’s agency, agency, as a sec- 
Pettit, advertising manager, Stanley Price, assistant and Hunter Wise, account executive of Foster & retary. 


to the ad manager, and Leonard Hagstrom, sales Kleiser Co., outdoor company. 


~~ ¢ _ 
™~ er we eS —— 


Repplier Resor Lambie 
AWARDS LUNCHEON—Notables at recent annual luncheon of the 
Advertising Council included Theodore S. Repplier, president of the 
council; Stanley Resor, chairman, J. Walter Thompson Co.; James Peabody Brockway Burnett Lermen 
M. Lambie, special assistant to the President of the U. S.; Stuart Peabody, assistant vp, Young & Rubicam; Leo Burnett, chairman, Leo Burnett Co., and council vice-chairman, 
Borden Co., retiring council chairman, and his successor, Louis N. Brockway, exec vp, and Sigurd S. Larmon, president, Young & Rubicam. 
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Teleprone MU 4-6254 © 44 ©, hubbard, Chicagoil — 


.-.1n Priladelphia 


If your ads have an ulcer-producing habit of getting buried in the 
gloomy depths of oversized newspapers, you’ve probably asked 
yourself this question: “What good is huge circulation if so few 
of the readers even see my message?” 


Good question! And the answer would seem to be that “circulation 
alone doesn’t sell merchandise.” As any smart merchandiser knows: 
one reader who sees your ad is worth 101 who don’t. 


Before you place another order for newspaper space in Philadel- 
phia, look at all three. The new NEws, as one glance will show you, 
is the bright one . . . a paper that’s bought on the stands because 


Represented by REYNOLDS-FITZGERALD 
New York * Chicago * Detroit * Syracuse * Atlanta 
Los Angeles * San Francisco * Philadelphia 


it’s wanted in the homes. And in our sparkling tabloid pages, your 
ads are seen. We couldn’t bury them if we tried. 

Yes, in the new NEws your ads are seen; and sell . . . in more than 
175,000 responsive, prosperous households. 

If your ads have been getting buried remember that, while our 
circulation is not the biggest, one reader who sees your ad is better 
than 101 who don’t. 

Come out in the open with your advertising. Put a schedule in the 
new NEws. Let people see what you're selling and you'll see the 
bright difference. 


PHILADELPHIA DAILY 


- NEWS -:. 


*Gain 1,177,372 lines (over 1,177 pages) 
12 months 1955 
Total Daily Advertising Media Records 
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Borden Co., retiring council chairman, and his successor, Louis N. Brockway, exec vp, 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


Readers Comment on O’Meara 
‘Gaudy Bad Taste’ Column 

To the Editor: Walter O’Meara’s 
article on the “streak of gaudy 
bad taste in the American char- 
acter” should certainly provoke a | 
great deal of thought. I disagree, 
however, that advertising (includ- | 
ing those who buy it and those | 
who pay for it) is not to blame. | 

Certainly advertising is to blame 
for the pre-eminence of the Holly- | 
wood and “movie” influence on | 
American habits and morals. What | 
advertising group, agency, or oth- 
er practitioner has made a con- 
scientious effort to defend films 
and tv programs for people who 
have an adult mentality? 

if the advertising profession is 
not responsible, who is responsible 
for the rash of “cheesecake” bally- 
hoo that clutters our ads and read- 


ing matter? Whatever the merits 
of the model, is she worthy of na- 
tional glorification? Good taste is 
largely a matter of education. Ad- 
vertising has done very little to- 
ward education of American tastes 
except for the gift shoppe phoni- 
ness Mr. O’Meara decries. 

Perhaps our labor laws and trade 
unions have made the true crafts- 
men a thing of the past, but ad- 
vertising has made the mass pro- 
duced “taste” popular. 

What has happened to the 
cabarets, nightclubs, and dine-and- 
dance places of yesteryear? They 
offered, by and large, wholesome 
recreation and entertainment. But 
someone had to “sell” more and 
faster . and dancing is out. 
Now, we have television, but are 
the majority of commercials in 
good taste? Few are even rational, 


and their placement in the middle 
of programs is intentionally de- 
signed to shock the viewer, not to 
educate him. 

Can Mr. O’Meara seriously de- 
fend the personalities advertising 
| and publicity have created? It 
|seems agencies and sponsors pre- 
fer singers with speech defects, 
‘announcers who attract attention 
_ because of stereotyped good looks 
|or mannerisms that have a freak 
jappeal. There are people around 
who can sing, dance, and put over 
commercials in a straightforward 
manner. Perhaps they are not part 
of the American “taste” because 
they are not given a chance. May- 
be they are not given a chance 
because they are artists and will 
not submit to restrictions and in- 
dignities placed upon them by 
sponsors and their advertising men. 


KRON ™ nignignts 


Northern California’s importance 
to the “WIDE WIDE WORLD” 


KRON-TV cameras contributed a total 


of nine different locations — more local 


originations to “Wide Wide 
than any other NBC affiliated 


x 
, = 


World” 
station. 


and Sigurd S. Larmon, president, young & Ruodicam. 


The Texas Co. is perhaps an 
outstanding example, with its 
broadcasts of the Metropolitan 
Opera, of an advertising effort to 
improve our taste. That company 


is largely responsible for the bally- | 


hoo that the Metropolitan Opera 
is the “world’s finest.” But I won- 
der if this sponsor has bothered to 
check productions in other coun- 
tries? Or, for that matter, has he 
made comparisons with produc- 
tions in Chicago and San Francis- 
co? If he has, I rather think he 
would be inclined to ask himself 
whether or not he has sold himself 
a bill of goods as well as the 
public. 
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growing area”—Las Vegas, Nev.— 
seems to be missing from your 
listings. I have checked 14 areas 
with smaller figures in all cate- 
gories than we have. 

The report from the census says, 
“The increase in Nevada retail 
sales of about 65% compares with 
a national increase of about 31% 
|as computed from the Census Bu- 
|reau’s Monthly Retail Trade Sur- 
vey for 1954.” 

Our figures are as follows: Total 
—$107,016,000; Food Group-—$24,- 
129,000; Eating, Drinking—$7,950,- 
000; General Merchandise—$9,- 
691,000; Apparel—$9,112,000; Fur- 
| niture—$6,165,000; Auto—$20,876,- 


It occurs to me, too, that Amer- | 000; Gasoline—$8,128,000; Lum- 
ica has no “showcase” for good | ber—$6,957,000; Drug—$3,893,000; 
taste that is not dominated by in-|Other retail—$8,635,000; Nonstore 
dustry and business. Good design | retailers—$1,480,000. 
awards, Academy Awards, etc., all} AS you might guess, we here in 
seem to have commercial angles| Las Vegas are quite sensitive to 
that rate above aesthetic values. A | °Ur growth because it has been so 
number of our “trade shows” in- | Spectacular and we’ve been taking 
corporate features that attempt to| considerable beating from some 
raise the standards, but these are| Magazines and newspaper report- 
most often closed to the public.|eTs. We have had some “adjust- 
Trade publications are generally |™ment” in the resort industry, but 
more honest than those for public! it has not affected general business 
consumption . .. but what adver- | conditions. 
tising man will promote “ideals” 
of taste when he is out to sell 


JOHN L. DALy, 
National Advertising Manager, 


|something less? When we com-| Las Vegas Review-Journal, 
promise on taste, the public is also| Las Vegas, Nev. 
forced to compromise. | Las Vegas, despite its rapid 


| In the same issue with Mr.| growth, is missing from the AA 
|O’Meara’s article, AA ran the od- | tabulation because it is not a 
| itorial “Men’s Clothing Men in NO| “standard metropolitan area,” as 
|Hurry.” It pointed out that Amer-/| defined by the Census Bureau. To 
ican men generally do not have| fit the SMA category, an area 
an educated taste for apparel. Ad- | must, in general, consist of a coun- 
vertising cannot be blamed, be-|ty or group of contiguous counties 
cause it has not been applied to| which contains at least one city 
raising the standards in this field. | of 50,000 or more. The U.S. Census 


| Advertising has done a remarkable 
| job in raising the standards of fe- 
|male apparel, because we are en- 
| slaved by stereotyped ideas that 
|the American female has innate 
|good taste and controls all the 
|; money. On the other hand, a noted 
interior decorator commented not 
| long ago that women are too easily 
|sold on shabby merchandise, and 
ithe American 


‘home horrible.” 

| Perhaps, when Mr. O’Meara and 
|the rest of us in advertising are 
reduced to eating thawed out alu- 
| minum trays of food while watch- 
ing Wendy Barrie gush through 
a teleprompted commercial, then 
| enjoying the “music” of The Goof- 
'ers, Johnnie Ray, Florian Zabach, 
‘and Haley’s Comets just 
perhaps, we'll wonder if advertis- 
ing might not be a bit to blame. 

| As a suggestion: Why shouldn’t 


|advertising take it upon itself to! 


“house beautiful” |» 
can more aptly be described as the | 


gave Las Vegas 24,624 in 1950, 
and Clark County, in which it is 
| situated, a total of 48,289. 
7 a . 
Safety Glasses Missing 
To the Editor: The Chase Man- 
| hattan Bank may, as it says in this 
|advertisement, Help America’s 
toolbuilders, but the bankers better 


eliminate bad taste in the Ameri-| 
can character? What better chal-| 
| lenge could be offered people who} 


Yes, Northern California is important to 
the “Wide Wide World" and KRON-TV 
is a must buy to reach the greatest share 
of that important market. 


| love to write, create, and influence 
; masses? 
RoBert GARROTT, 
Advertising Manager, Rapid 
Copy Service, Chicago. 
To the Editor: Re “Just Look- 


* |ing” (AA, March 5). The inclusion 


|}of Norman Vincent Peale in Mr. 
_O’Meara’s inventory of bad-taste 
|examples hit me as a prime ex- 
ample of his own poor taste. Of 
lall the dirty digs to give a man 


‘| who is trying to help people, this 


|was certainly a low blow. Mr. 
|Peale, of course, will forgive him. 
|I won’t. I hope I never make the 
mistake of reading any of his stuff 
again. 

E. G. CLAYTON, 

Red Bank, N. J. 

© . € 
Las Vegas Reports 
Spectacular Gains 
To the Editor: I would like to 

offer my congratulations on a job 
well done in your Feb. 20 issue of 


i 
| 


re. 
CHASE 


not lend money to manufacturers 
who let men attend machines with- 
out glasses. 

One flip of a chip and the man 

in the illustration would be with- 

|} out an eye. 
Leste S. HAUGER, 

| Watts, Payne-Advertising Inc., 


| Tulsa. 


| 
| * e + 


American Marketing Assn. 
Has an Industrial Group 
| To the Editor: In your March 12 
issue you reported on an address 
by William Crelley, chairman of 
the board of trustees of the Indus- 
trial Advertising Research Insitute, 
'in which he states a need for the 
!formation of a new professional 
group called the Industrial Mar- 
keting Assn. 

I have written to Mr. Crelley to 


AND THE NBC-TV 


San Francisco 
KRONZ 


Mg 


Represented Nationally 
by Peters, Griffin, Woodward, Inc. 


AFFILIATED WITH THE S. F. CHRONICLE 


NETWORK ON CHANNEL 


ADVERTISING AGE on the compila-| point out that the American Mar- 
tion of the metropolitan area sales | keting Assn. now has an active in- 
figures as released by the Bureau dustrial marketing committee 
of the Census. It should prove in-| which will satisfy the “real hunger 
valuable for buyers of space and|for marketing discussions” and 
time. |provide industrial programs and 

I would like to point out, how-| conferences which will satisfy the 
ever, that the nation’s “fastest most ardent exponent of industrial 
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marketing. This has not always 
been true but has been developed | 
within the last year. 

I would therefore suggest that 
any frustrated industrial marketers 
get in touch with me as chairman 
of the industrial marketing com- 
mittee of the American Marketing 
Assn. and I will show them how to 
participate actively in this field. It 
would be far better to have one 
strong group rather than a num- 
ber of small groups. I feel that 
there are enough associations now 
without adding an additional one, 
so let us support and build the one 
already in existence. 

Harry LEOPOLD Jr., 

Director of Commercial Re- 

search, John A. Roebling’s 

Sons Corp., Trenton, N.J. 

* - + 


It Goes On and On 


To the Editor: I am wondering 
just how far this “sincerest form of 
flattery” can go. I am enclosing a 
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copy of an ad that ran in a local 
newspaper in conjunction with the 
Milwaukee Home Show. 
JESSE MARTINEZ, 
Milwaukee. 


Missouri Calls It Zig Zag 

To the Editor: Let not the pot 
call the kettle black, re: Voice of | 
the Advertiser, AA March 12, un- | 
der the caption: “Hackles of ’54 
Ad’s Creators...” and AA Feb. 6 
“Amateur Submits an Entry.” 

Here is a tearsheet of a magazine 
(unknown) advertisement by Gen- | 
eral Motors some time before 1950. 
For want of a better name, we call 


GOOD BUSINESS 


this “method of visualization” 
Zig Zag in our teaching of adver- 
tising at Missouri’s School of 
Journalism. 
Just for the record! 
DonaLp H. JONES, 
Professor of Journalisia, Ad- 
vertising, University of Mis- 
souri, Columbia. 


Client's Success Depends 
on Talent in Export Agency 
To the Editor: International ad- 
vertising news keeps hitting AA’s 
pages more and more frequently, 
and the front page two-column 
head report of an interview with 
Colman Prentis & Varley execu- 
tives, reported in your March 12 
issue, pleased me no end—until 
I got into the story. Your reporter 


pointed out that CPV has an axe 
to grind, and so, of course, do I. 
My axe is a little differently 
shaped than Mr. Varley’s, and it 
was almost knocked out of my 
hands by his comment that “the 
agency devoted entirely to export 
advertising . . . only slows up the 
process.” 

If that’s true, I made the biggest 
mistake of my life six months ago 
when I switched from a domes- 
tic/international agency to my 
present organization, which has 
been exclusively an export ad 
agency since 1903. As such, we 
believe—and so do most of our 
clients, praise Allah—that we can 
provide creative talent already 
oriented to international thinking, 
plus an essential orientation to the 
U.S. manufacturer’s business pro- 
cedures and management strategy. 
Some of our associate agencies 
have worked with us for over 20 
years, in a relationship fruitful to 
the client, the associate, and this 
agency. I must agree with Mr. 
Varley’s statement that some of 
our correspondents are, indeed, 
“thousands of miles away.” So are 


the countries where they're lo- 
cated. And some member of our 
agency makes the grand tour an- 
nually, so the essential personal 
contact is maintained. 

Both the CPV method of organ- 
ization, and that of agencies such 
as our own can serve a client well. 
I think the client’s ultimate suc- 
cess or failure depends on the 
quality of creative and executive 
talent that is brought to bear on 
his problems both at his home of- 
fice headquarters and locally, at 
the point of promotion. 

J. Bruce Swicerr, 
Vice-President, Foreign Ad- 
vertising and Service Bureau, 
New York. 


Agrees About Women in 
Advertising—Up to a Point 

To the Editor: As an advertising 
woman, I must perforce take ex- 


in the March 12 ApbVERTISING AGE 
on the subject of adwomen “who 


pull their sex on admen during of- 


fice hours.” 


Mr. O’Meara has “arrived at the 
conclusion after a good many years 
of close observation that sex is 
an accident and that there should 
be no women in advertising.” Are 
we to assume that Mr. O’Meara 
was not born on purpose? Or was 
he intended to be a fish? It must 
have come as a shocker to the 
female copywriters who angled 
their big round eyes at him to 
learn they had come up against a 
cold mackerel. 

Actually, I agree with Mr. 
O'Meara that women in advertis- 
ing should not capitalize on their 
sex. However, what can a poor 
gal do? If she exposes her brains 
instead of her curves, she is im- 
mediately tagged as “masculine” 
or worse, as an emotionally dis-| 
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embodied intellectual. 

We learned long ago that men 
simply “hate” officious, clever 
women .. . and perhaps that is 
why we flutter our mascara at 
he-men in advertising. Maybe it’s 
a silly way to defer to male superi- 
ority, but its effectiveness has been 
| proved in the history books. 

Insofar as the advertising wom- 
an’s point of view is concerned, is 
she permitted to have one for 
free wheeling? I'll bet my living 
lipstick that a campaign controlled 
by a seasoned female trooper will 
|put her ciient’s sales figures on 
the front pages. And she can do it 
dead pan! 

Bee MITCHELL, 


| 
Inc., New 


Transogram Co. 
York. 


SURE STRIKE! 


Manufacturers of fishing tackle and related lines 


ception to Walter O’Meara’s article | can’t miss getting bigger strikes from advertising 
special book covering 
11,047 selected top tackle dealers and jobbers. 


FISHING TACKLE TRADE NEWS 


in —the top 


"WILMETTE: 
ILLINOIS 


THIS TWIN RE 


DISPATCH-PIONEER PRESS 


ADS THE 


p DISPATCH 


This twin is mighty sweet on 


CRYSTAL SUGAR! 


. and 


the potent kind of adverti 
Paul 


NEWSPAPER 


NEW YORK - CH 


ST. PAUL - 


When St. Paul sets out to satisfy its sweet tooth, the 
name that’s popping up more and more often is Crystal 
Sugar! According to the 1956 St. Paul Consumer Analysis 
Survey, 99.75% of the people in the St. Paul “half” of the 
Twin Cities market are sugar-users . . 
five prefers Crystal . . . 


one out of every 


almost tripling its preference of a 
year ago! That’s what you call mighty sweet results from 
advertising . . . 
Sugar has been using in the St. 
Press! Here’s what the Consumer Analysis reveals: 


Sugar Brand Preference in St. Paul 


sing that Crystal 
Dispatch-Pioneer 


1956 1955 1954 
ee REP eee 50.6% 63.8% 67.4% 
CRYSTAL SUGAR .......... 20.3. 8.1 8.1 
a ee ere 14.5 13.3 6.3 


Want to know how YOU stand in the St. Paul “half” 
of the Twin Cities market? Get your answer from the 1956 
Consumer Analysis Survey . . . 
clear study revealing brand preferences and buying habits 
of the more than 436,000 people who make the Dispatch- 
Pioneer Press their buying guide. Contact your Ridder- 
Johns representative or write Consumer Analysis, Dept, B. 


a comprehensive, crystal- 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 


ICAGO - DETROIT 


SAN FRANCISCO - LOS ANGELES 


MINNEAPOLIS 
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This Week in Washington... 


Weeks May Back Postal Increase 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, March 29—Within 
the devoted little group that fol- 
lows the House post office commit- 
tee’s hearings on a $406,500,000 
rate increase, the most intriguing 
question these days is: “What 
will Commerce Secretary Sinclair 
Weeks have to say?” 

As Secretary of Commerce, he 
is supposed to look out for the 
welfare of business. But as a mem- 
ber of the Eisenhower cabinet, he 
is under strong pressure to back up 
fellow cabinet member Arthur 
Summerfield. 

In the past, the Secretary of 
Commerce has been among the 
missing when Congress considered 


OUTSTANDING 
TV COMMERCIALS 


Creation + Production - Consultation 


East-West liaison service for agencies seek- 
ing top creative supervision of their Holly- 
wood-produced commerciais 


Robert Sawyer TV Commercials have won 
Art Director's Awards in N. Y. and Detroit 


The ROBERT SAWYER Company 
TV Commercial Consultants 
3371 North Knoll Dr. Hollywood 5-3620 
Hollywood 28, Calif. 


postal rate legislation. Last week | 
however, Harry Maginnis, execu- 
tive manager of Associated Third 
Class Mail Users, was doing his 
best to convince congressmen that 
aggressive advertising—particular- 
ly direct mail advertising—is im-| 
portant to business prosperity. So, 
off the cuff, he suggested the com- 
mittee ask in the Secretary of| 
|Commerce. 

To his surprise, the House post | 
office committee chairman, Tom | 
Murray (D., Tenn.), announced | 
the Secretary was already sched- 
uled to appear. “And you may not 
like what he has to say,” he told 
Mr. Maginnis. 

Note: Associated Mail Users is 
playing it safe. The association has 
jalerted its members, urging them 
to contact Secretary Weeks and 
remind him of the number of jobs 
|that depend on direct mail selling. 
” 7 

Housing Research? Housing 
chief Albert Cole’s plan to bring 
100 women here next month for a 
|Woman’s Congress on Housing 
|sets well with the ladies, but not 
with Rep. James M. Quigley 
(D., Pa.). 
| Lured by the promise of all-ex- 
penses-paid trips to the nation’s 
capital at cherry blossom time, 
more than 1,000 women already 
have sat down and written Mr. 
Cole letters outlining the features | 


You'll love this service: 
We'll IMPRINT, Store and Ship 
Your Advertising Literature in any quantities, as needed 


IMPRINTING — OVERPRINTING 


Sersen’s IMPRINTING, INC. 


CHesapeake 3-2050 


CHICAGO 7 


17 N. Loomis St. 


READY TO ROLL—Frank Wright (left) and Ted Salde, account execu- 
tive of Frank Wright National Corp., San Francisco, show off the 
agency’s new mobile unit. The Volkswagen has movie and sound 
recording equipment and is set up as an office as well with a mobile 
telephone, desk, typewriter and filing cabinets. 


they would like to have in the 
next house they buy. 

But Rep. Quigley thinks this is a 
silly project, particularly since the 
government doesn’t build houses. 
Moreover he can’t see why te 
visiting ladies should be getting 
$12 per day, when government 
employes traveling on official 
business usually have to manage 
on $9. 

Actually, for $3 Mr. Cole could 
get the answers in a book pub- 
lished by the Department of Com- 
merce less than three months ago, 
called “What People Want When 
They Buy a Home.” 

In fact, he can even save the 
$3, because the Commerce Depart- 


|ment’s book is based on an array 
of information collected by Mr.}| 


Cole’s own staff at an expendi- 
ture of several thousand of the 
taxpayers’ dollars. 


Defense Spending: Defense Sec-| 


retary Charles Wilson admitted 
shocked reaction to some of the 


Advanta 
for 


Agencies and Advertisers 


ges 


* PROTECTION AGAINST COMPETITIVE ADVERTISING 

Just imagine! Only one advertiser for each product classification, in theatres 
selected, for as little as one or as many as 52 weeks. 
* MINIMUM COMPETITION FOR ATTENTION 


Only 3 to 5 different non-competing advertisers are shown in the theatres in 
which you advertise. And, 85% to 95% of the viewers remember your adver- 


tisement. 


* FREQUENCY 


18 to 35 performances per week with a showing of your advertisement at each 


performance. 
* FLEXIBILITY 


You can advertise in as little as one or as many as 16,000 theatres per week— 
and, in the weeks that lie ahead, your advertisement will be seen by as few 
as 10,000 in one theatre or as many as 60,000,000 in 16,000 theatres. 


* DRAMATIC USE OF COLOR 
Made-to-order one minute film commercials in beautiful Eastman color. Avail- 
able for your use—one of America’s finest and most complete Film Production 
Studios. Air conditioned, too! 


* COVERAGE 


A yearly cumulative audience that equals 90% of the persons in a community 
over 15 years of age who are mentally and physically able to attend theatres. 
44% of this cumulative audience will be exposed to your advertisements for 
thirteen or more times. 


More information furnished on request. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


1032 Carondelet St. 
New Orleans, La. 


70 E. 45th St. 
New York, N. Y. 


| wasteful military buying practices 
turned up last week in a special 
jreport by the House appropria- 
| tions committee. Profiteers in these 
instances were not fixers and 
5%ers. They included many blue 
chip industrial firms which made 
hefty profits in some _ instances 
simply by getting contracts and 
turning them over to subs. 

Meanwhile House armed serv- 
‘ices committee continues to dig 
into lush spending by aircraft 
companies, particularly on salaries 
for retired military chieftains. The 
subcommittee also has kept a crit- 
ical eye on the advertising ex- 
penditures of aircraft companies 
which are devoted solely to mil- 
itary work. 

Committee members were par- 
ticularly interested in the volume 
|of aircraft industry advertising in 
Talon, a magazine for students at 
\the Air Force Academy. Congress- 
men said companies can do as they 
|please when they spend their own 
|/money, but they can’t quite under- 
stand why Talon is such an attrac- 
tive ad medium. 

* © + 

Subscription TV Next? Don’t 
be surprised if Senate commerce 
committee turns to subscription 
television, now that it has virtually 
|completed its hearings on the uhf 
|problem. Backers of subscription 
tv have been contending that it can 
help provide funds which will en- 
able more stations to operate— 
particularly uhf stations which 
have trouble getting network af- 
filiation and national advertising. 

© * * 

Franchise Protector: Sen. Estes 
Kefauver (D., Tenn.) apparently 
has a special place in his heart for 
auto dealers and broadcasters. He 
was in town long enough last week 
to introduce a bill (S. 3494) which 
'singles out these two groups for a 
|Special kind of protection. 

Under this Kefauver bill, auto 
dealers and broadcasters—and no 
| other kinds of business—get a 
|vested interest in their affiliation 
arrangements with suppliers. Auto 
‘dealer contracts with manufactur- 
‘ers and broadcaster affiliation 
contracts with networks would 
| contain clauses specifying that 
jthey can be cancelled only for 
cause specified in the contract. 
| Where a contract is cancelled for 
cause other than that specified in 
the contract, a committee of three 
jappraisers would be appointed to 
|award the dealer or station a sum 
“equal to the reasonable value of 
\the franchise.” 


FCC Okays Radio, TV Buy 

A. L. Glasmann, publisher of the 
Standard-Examiner, Ogden, Utah, 
and members of his family have 
been granted approval by the Fed- 
/eral Communications Commission 
|to buy five radio and television 
|stations. The 
transfer involves television station 
KUTV, Salt Lake City, bought for 
a reported $683,333. Other stations 
are KLIX and KLIX-TV, Twin 


| Falls, Ida.; KGEM, Boise, Ida., and 


KOPR, Butte, Mont. 


Advertising Age, April 2, 1956 


Chicago Offers Media Course 
| The home-study department of 
| the University of Chicago is offer- 
ing a new course, “The Mass Me- 
|dia and Society” (Communication 
|391), a correspondence course at 
the graduate level which will be 
conducted by Douglas Waples, 
chairman of the university’s com- 
mittee on communication. The 
course is planned for journalists, 
broadcasters, motion-picture pro- 
ducers, public relations people, ad- 
vertising researchers and educa- 
tors. Home-study courses may be- 
gin at any time. For information 
write the department, Box C, Uni- 
versity of Chicago, Chicago. 


WABD Signs Pepsi-Cola 

Metropolitan Bottling Co., New 
York bottler of Pepsi-Cola, has 
signed to sponsor the presentation 
of the Antoinette Perry awards 
for outstanding theatrical achieve- 
ment over WABD, New York. The 
tv time was cleared through Ken- 
yon & Eckhardt. 


Serves Management 
On Direct Advertising 
To keep pace with the growing 
use of direct mail, Advertising 
Requirement’s 21,000 readers 
count on AR for tested ideas on 
getting more leads for salesmen, 
more direct sales, better public 
relations pieces at less cost. Fol- 
lowing are typical articles which 
brought enthusiastic responses 
from readers utilizing direct ad- 
vertising : 
“101 Tips for Direct Mail 
Advertising” 
“Cutting Catalog Costs” 
“Building Business Through 


“The Wonderful Letters from 
Story Book Village” 
“A New Approach to Gadget 
Mailings” 
“A New Look At Direct Mail” 
“The Miller Story” 


Sells Management 
On Direct Advertising 


To get a larger share of this es- 
timated $600,000,000 market, 
foremost producers and suppliers 
to direct mail are capitalizing on 
AR’s editorial service by placing 
their sales messages in its “Direct 
Advertising” section. Among re- 
cent advertisers relying on AR’s 
selling power are: 

The Appleton Coated Paper Co. 
Reuben H. Donnelley Corp. 
Thomas Collators, Inc. 

Allen Hollander Company, Inc. 
American Mail Advertising 
Cupples-Hesse Corp. 

R. L. Polk & Co. 

Du-Plex Onvelope Corp. 
Publishers Book Bindery, Inc. 
James Gray, Inc. 

Whether direct advertising rep- 
resents your problems or your 
products—turn to AR for results! 


largest property| 


Mdlvortising 
Requircments 
200 £. ILLINOIS ST. * CHICAGO 11. ILL. 
Published by the publishers of 
ADVERTISING AGE and INDUSTRIAL MARKETING 
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Dramatic proof of the 


Gentle Power 


of LINCO BLEACH! 


Look! Even iodine stains vanish like magic! 


PRESTO!—This is the first in a new 
series of newspaper ads for Linco 
Products Distributing Co., Chicago. 
The campaign is Linco’s first since 


Henri, Hurst 
named Linco’s agency. 


Linco Campaign to 
Push Its Bleach as 


a ‘Gentle Power’ 


Cuicaco, March 28—Linco Prod- 
ucts Co., maker of Linco bleach 
ammonia and fine fabric bleach, 
has kicked off a nine-month radio 


and newspaper ad campaign aimed | 
at the Midwest, to intensify the) 


brand’s standing in that area. 

The newspaper ad schedule calls 
for insertions in 32 dailies through- 
out the campaign, starting off with 
1,000-line ads. The campaign via 
radio will feature 900 spot an- 
nouncements. 

The copy theme in both media 
will stress Linco bleach as a 
“gentle power,” to be dramatized 
in newspaper ads with demonstra- 
tions of the product removing 
iodine from delicate fabrics. The 
ads will also use the familiar ap- 
peal, “Reach for Linco bleach!” 

Henri, Hurst & McDonald Inc., 
Chicago, is the agency. 


JWT Names Three in Chicago 
J. Walter Thompson Co., Chi- 
cago, has appointed Edward P. 
Wurtzebach, formerly with Ruth- 
rauff & Ryan and Young & Rubi- 
cam, an associate media director. 
JWT also has named Harold Far- 
ris, previously with Stalcup Inc., 
to the outdoor division of the 
media department and Spencer 
Ketchum, formerly with Bozell & 
Jacobs and Philip Lesly Co., to the 
public relations department. 


“ENLIST. 


the EXCLUSIVE COVERAGE of 


MAGAZINE 


AND SELL THE U.S. 
COAST GUARD MARKET 


U.S. Coast Guard Magazine is the only 
publication edited exclusively for Coast 
Guardsmen. They give first (and often 
only) attention to U.S. Coast Guard 
Magazine news, features, pictures 
and advertising. 


PUBLISHED BY 


ARMY TIMES PUBL. CO. 


2020 & St, nw. WASENGTON 6. REE 


| Hartman, 
|marketing of Doyle Dane Bern- 


‘John Pledger, previously with J. 


Chesley & Clifford, controller. 


‘Erwin, Wasey Names Two 


/Laughlin has been director of ad- 


|Dormeyer Corp., Chicago, 


& McDonald was | 2 
ily with Benton & Bowles, has been 


| 
| 
| 


Richard Manoft Names Five 
Richard K. Manoff Inc., agency 
recently opened in New York 
(AA, Feb. 6), has made five staff 
appointments. They are William 
formerly director of 


bach Inc., who will be a marketing 
and account management execu- 
tive; Richard G. Ives, previously 


a radio-tv copy chief of MacMan-|’ 


us, John & Adams, copy super- 
visor; Miss Lee Oakes, formerly 
with Dancer-Fitzgerald-Sample 
and Television, media supervisor; 


M. Hickerson Inc., manager of 
production and traffic, and Robert 
Koren, last with Kastor, Farrell, 


Erwin, Wasey & Co., Chicago, 
has appointed James J. McLaugh- 
lin an account executive. Mr. Mc- 


vertising and public relations of 
since 
1950. Donald C. Foote Jr., former- 


| 


WALLACE E. DUNN has been named 
director of advertising and sales 
promotion of Autopoint Co., Chi- 


cago, a division of Cory Corp. 
which makes advertising special- 
ties, business gifts and premiums. 
He formerly was president of Mer- 
caid Co., Chicago merchandising 
consultant. 


named to the media staff of the 
agency’s New York office. 


Orr to Studebaker-Packard 


49 


| baker-Packard Corp., South Bend, 


James R. Orr has been ap-|Ind. He formerly was with the 


| pointed sales promotion manager | Nash Motors division of American 
| of the Studebaker division, Stude- |! Motors Corp. 


take the strain off 


your printing budget 


Let a Nebraska Farmer Printing Company esti- 
mate, together with some of our samples, prove that 
you CAN cut costs without sacrificing quality. 

We're equipped to handle every job from folders 
to periodicals with complete offset lithography and 
letterpress equipment, operated by skilled crafts- 
men who are proud of their work. We can give you 
creative service, too. 


write or call 


Nebraska Farmer Printing @ 


1420 P Street, Lincoln, Nebr. 


» 
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You meet the most interested people...in TIME Canadian 


As intelligently curious people, they want to know the 
news. As Canada’s leaders in business, the professions 
and government, they have to know it. As readers of 
TIME Canadian—cover to cover and week after week— 


most interested market 


they know they'll find it . . 
colorfully written. 


. clearly reported and 


Because they’re the kind of people they are, they are 
the most influential in deciding what their companies buy. 

And they bring home far more than the average income 
to satisfy their own (and their families’) desires. 

As a market for both industrial and consumer goods, 
what could interest you more? 


TIME Canadian to reach Canada’s 


. . Soin en... <eamee a a = =—6—C i os ee ee ry é: i a a : at oF, * : 
ee = 
— po | 
‘ <a. - : “ gall : 
077 im wo, @. 
Cee eh 4 
*. — eg a - t a ’ | 
Lp anne | 
fie PSS | 
‘eee LINCO: (Sern a < 
. a once | | : 
) == FE i. ad po | : 

eee —— 
PT : 
A J ‘a 
es | TES . 
{ | SS: 7 i 
Ie. Fite 
; a, it ee, ‘ 
Pe « => mY 3 A my ie 
* am ° ‘a » Se aie 
j oy) \ ASS 
+ "%¢@ wu ~~) “ . 
?, ae a } | = = \ yy ‘a 
ty Pa "7 Oy, ~ ae ‘ 2 
i, DN 6 a8 a a 7 
' ye ‘sees uz = LD | 
\ ‘ ‘se , om re s . } 
é | f Pai : = e-4 &) = = 3 
q “ =. 4 ~ 
* Ny OK =. ; 
: Or")! => \ ; 
| * 2 [Nts Zao \ | 
| = ~~? Cy Ge : 
a os a cD } ~, a hi 
| G St pf :F 
» CTT: » 2 ag ¥F aa , 
ia 
4 < “Gas : 
i 7 nl wee a i 
pipet Sire : me : ) 
rt 1 ’ GY Ys . ; 
/ F< / > " Pe | ti 
i C iI eh Fe | 
| me 
—— A_Ch A 
Ss \ _4/ 2 
| — ae | slogan l : 
. —a ——<—- Ce = | 
] os *. | em EERE 
i a ag oe om — “SE ape ai <p ie : sa 
| | » ecw Ee 2 . AN teeoy VE coi, aes, Ss we ; 
a J ° ‘ 
| ct 
U.S. COAST GUARD ee | 
y a Wr 
7 
= ZE i | 
| i —— = BS CGE . 
| a FENG Be: a 
. | . | 4% Z r < 
"US. OFFICES: Chicago, Deweit, 6cex 25 =| | Pe 
i} Los Angeles, New York, Philedelphie, Sen Franciscs A = NZ = = 
= We ENZ2E) * : 
——EEEE ~ 3 
| LIEN, Re : 
Bic: es Tee eee ee : ee oe ee ee os. 7 i ee aa 


Crowell-Collier Reports Profit 

A net profit of $773,917 is re- 
ported for 1955 in the annual re- 
port of Crowell-Collier Publishing 
Co., New York. The report follows 
an announcement of a diversifica- 
tion program planned by the com- 
pany (AA, March 12). In 1954, the 
company suffered a loss of $2,419,- 
539 and in 1953 the loss was $4,- 
009,827. Magazine advertising rev- 
enues were put at $24,299,000, an 
increase of $844,000. Circulation 
revenue came to $28,855,000 as 
against $28,126,000 in °54. Book 
Sales amounted to $16,289,000, a} 
gain of $3,839,000. 


Borden Transfers Duvall 


Borden Co. has transferred Ray- 
mond S. Duvall Jr. from manager 
of its ice cream department in 
Dallas to its southern division of- 
fice in Houston, where he will be | 
assistant to Earl D. Elliott, who 
heads sales, advertising and mer- 
chandising. Gordon C. Lester has 
been transferred from Amarillo to 
succeed Mr. Duvall in Dallas. 


Get the Sensational 
New Facts About... 


The ONLY 

All-NEGRO 

Station in 
the Big 
Chicago 


Area 


WBEE 


Harvey, Ill. 


MORE broadcasts to 
MORE Negroes who 
actually Buy More 


ROLLINS BROADCASTING, INC. 
National Sales Mgr.: Graeme Zimmer 
New York Office: 565 Fifth Ave., EL 5-1515 
Chicago: 6201 S. Cottage Grove Ave., NO 7-4124 | 


Barnhizer Green Woolf 


FAREWELL MONOCHROME—In preparation for its bow April 15 as the first 
all color tv station, NBC’s Chicago outlet, WNBQ, has been letting 
its sponsors’ agencies check the color properties of the commercials 
and packages. At left, radio-tv experts James Green and Lawrence 
Woolf of Christiansen Advertising compare a salad bow! in color and 
b&w, while David Barnhizer, a WNBQ director, looks on. Jewel Foods 


Gantner 


Tolg 


Wright 


Vonderlin Beaston 


Co. is the client. At right, Peter Hand Brewery Co. admen study the 
pouring arm of NBC’s Nancy Wright. They include Andrew S. Gant- 
ner, Peter Hand Brewery advertising manager; Russell W. Tolg, radio 
& television director, and George Vonderlin, account executive of Bat- 
ten, Barton, Durstine & Osborn, and Floyd E. Beaston, WNBQ sales 


manager. 


‘Outdoor Bulletin’ Tells 
Story of Outdoor Medium 


The California Council of Out- 
door Advertising, made up of 22 
companies, has launched a monthly 
newsletter, the “Outdoor Bulletin.” 
Under the slogan “Communicating 
with people out-of-doors,” the 
publication is being distributed to 
civic leaders, government agencies, 
planning groups and media. 


Davis Joins ‘Banking’ 

William R. Davis, formerly asso- 
ciated with the Wall Street Jour- 
nal, Chicago office, has joined the 
staff of Banking, journal of the 
American Bankers Assn., as west- 
ern advertising representative, 
with headquarters in Chicago. 


Beer Business Needs 
More Direct Selling, 


Says Russell Hopkins | 


PrITTsBURGH, March 27—Men and 
not brands will determine survival 
in the brewing industry, Russell H. 
Hopkins, executive manager of the 
National Beer Wholesalers’ Assn. 
of America, Chicago, said here last 
week. 

Mr. Hopkins supported his case 
by pointing out that in 1955 53% 
of the nation’s total sales of 4,900,- 
000 barrels of beer were sold by 
the 15 largest companies. He spoke 
at the annual convention of the 
Malt Beverage Distributors Assn. 


of Pennsylvania. 

Emphasis in major national and 
regional brewing companies in the 
past six months has been on man- 
agement personnel rather than on 
advertising and merchandising 
techniques, Mr. Hopkins said. 


and that’s how we do your job! 


TINKER-TO-EVERS-TO-CHANCE . . . 

this unequalled Baseball Hall of Fame trio 

was a once-in-a-lifetime combination. 

But, in advertising production, a 1-2-3 service 
AD-SETTING, ENGRAVING and PRINTING 

is provided by Faithorn every day of the week, 
all under one roof. Your printing job will 

be handled efficiently . . . speedily. One contact, 
one responsibility, one location, one price. 
Faithorn, serving the entire Midwest, 
specializes in color work and process color 
plates. Write or call us on your next 


graphic arts job. . WHitehall 4-2300 


a t h 0 rn CORPORATION 


Dearborn St., Chicago 10, Illinois | 


AD-SETTING 
ENGRAVING 
PRINTING 


s “There will be more stress on 
| personal techniques of selling and 
|moving beer to the consumer, 
jrather than the media by which 
| this is accomplished, though usual 
| forms of advertising will still play 
| their normal and required part in 
|the mass movement of malt bev- 
erages to consumers’ hands,” Mr. 
Hopkins said in discussing the new 
pattern in beer marketing. 

This revised approach to beer 
selling was forced on the industry 
‘by a realization that with static 
|sales (up only 2% in 1955, a year 
which brought much higher gains 
_to most businesses) drastic changes 
were called for to “reach con- 
sumers’ minds.” 
| “It is also now accepted that 
'there is not enough difference in 
beers’ quality, packaging and ad- 
vertising appeal to set one brand 
against another to any marked de- 
gree in consumers’ thoughts,” Mr. 
Hopkins said. Foreign and specialty 
brands are exceptions, he added. 


s The brewing industry would be 
benefitted greatly if in its search 
for top management brains, more 
attention be paid to the problems | 
besetting wholesalers and retailers, | 
such as squeezed margins, reduced | 
net profits and difficulty in nan-| 
dling the multiplicity of new pack- | 
'ages, Mr. Hopkins said. 

He predicted that brewers would | 


How Armstrong 
Cork Company uses 
businesspapers 

to gain position 

in anew field 


Hone metal te metal 
without heat or pressure 


bring out a number of new bottles | — 


and can sizes this year in “order see 
maintain their competitive position | 
in major markets.” He expressed | 
hope that prices of these new lines | 
will be based on adequate profit | 
margins for distributors and retail-| 
ers. 


Rough Wear Launches | 
First Branded Line | 

Rough Wear Clothing Co., New| 
York, is using teaser mail, business | 
papers and men’s consumer maga- | 
zines to introduce Skaggerac, its| 
first branded line of men’s and/| 
boys’ outerwear. Spreads and full 
pages are now appearing in Boy’s 
Outfitter, Daily News Record and 
Men’s Wear, to be followed by 
insertions in four consecutive is-| 
sues of the men’s consumer maga- 
zines. 

The promotion got under way in| 
February when men’s and boys’ | 


OBJECTIVES: (1) To give facts 
about new Armstrong industrial 
adhesives and encourage wider 
use of existing products. (2) To 
create recognition for Armstrong 
as a major producer of industrial 
adhesives. 


SCHEDULE: Black & white pages 
in two business publications. 


RESULTS: ‘‘Advertisements in 
this series have drawn up to 1,515 
inquiries, without a coupon or 
other inquiry-attracting device. 
Brand recognition surveys con- 
ducted both before and after this 
campaign had run prove that 
Armstrong, although a relative 
newcomer in this field, already is 
ranked as one of the leaders.” 


AGENCY: Batten, Barton, 
Durstine & Osborn Inc. 


/wear buyers began receiving mail| @ 


from strangers urging them to “see | 

|Skaggerac.” First was a letter| 
from The Honorable Newton H. 
|Porterhouse in Washington, D.C. | 
Next came a note written in a 
child’s scrawl, signed Freddy, and 
a formal letter from the Duke of 
Cranshaw. Ehrlich, Neuwirth &) 
Sobo, New York, is the agency. 


THE ASSOCIATED 
BUSINESS PUBLICATIONS 


Founded 1906 
205 East 42nd Street, New York 17, N. Y. 
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Coming 
Conventions 


annual convention, Chicago Athletic Assn., | 
Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. | 

Oct. 22-23. Boston Conference on Dis- | 
tribution, Hotel Statler, Boston. 


*Indicates first listing in this column. 


April 4-6. American Public Relations geles. 


Assn., 12th annual conference and 7th 
international 


ers, 1 meeting, Drake Hotel, Chicago. 
Nov. 11-15. Outdoor Advertising Assn. | 


Oct. 22-24. Assn. of National Advertis- | 
of America, Hotel Ambassador, Los An- | 


} | 
| 


public relations institute, |, ‘ 
Hotel Statler, Washington, D. C. | Electronic Design Appoints 


April 5-7. Advertising Federation of 


America, Fifth District annual convention, 


St. Francis Hotel, Canton, O. 

April 8-12. National Business Publica- 
tions, spring meeting, The Homestead, 
Hot Springs, Va. 

April 10-12. Point-of-Purchase Adver- 
tising Institute, symposium and exhibit, 
Hotel Sheraton-Astor, New York. 

April 12-14. Southern California Adver- 
tising Agency Assn., 6th annual con- 
ference, Oasis Hotel, Palm Springs. 

April 15-19. National Assn. of Radio and 
Television Broadcasters, 34th annual con- 
vention, Conrad Hilton Hotel, Chicago. 

April 15-21. National Brand Names 
Week, Annual Brand Names Day dinner, 
April 18, Waldorf-Astoria Hotel, New 
York. 

April 19. Advertising conference spon- 
sored by the University of Michigan, Ann 
Arbor. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 26-28. American Assn. of Adver- 
tising Agencies, 38th annual meeting, The 
Greenbrier, White Sulphur Springs, W. Va. 

April 30-May 2. Assn. of Canadian Ad- 
vertisers, 4lst annual convention, Royal 
York Hotel, Toronto. 

*May 2. Sixth Ohio Valley Industrial 
Advertisers Conference, sponsored by the 


Cincinnati Industrial Advertisers, | 


land-Plaza Hotel, Cincinnati. 

May 3-4. International Advertising 
Assn., annual convention, Hotel Plaza, 
New York. 


May 6-8. Magazine Publishers Assn., | 


37th annual 
White Sulphur Springs, W. Va. 
May 7-8. Outdoor Advertising Assn. of 


America, painted display conference, Ho- | 


tel Sherman, Chicago. 

May 14-16. National Newspaper Promo- 
tion Assn., 26th annual convention, Hotel 
Cleveland, Cleveland. 


May 14-17. First Advertising Agency | 


Group, annual conference, Hotel Statler, 
Boston. 


May 15-20. National Federation of Ad- | 


vertising Agencies, third national con- 
vention, Waldorf-Astoria, New York. 


May 16-18. Catholic Press Assn., an-| 


nual convention, Statler Hilton Hotel, 
Dallas. 

May 20-23. National Industrial Advertis- 
ers Assn., 34th annual conference, Palmer 


House, Chicago. 


May 24-27. Associated Business Publica- 


tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 25-26. Midwestern Advertising 
Agency Network, 2nd quarterly business 
meeting and advertising clinic, Hotel 
Schroeder, Milwaukee. 

June 3-6. National Sales Executives In- 
ternational Distribution Congress and 
Sales Equipment Fair, Conrad Hilton 
Hotel, Chicago. 

June 10-13. Advertising Federation of 
America, annual convention, Bellevue- 
Stratford Hotel, Philadelphia. 


*June 10-13. Poster Advertising Assn. of | 


Canada, Thousand Islands Club, Alexan- 
dria Bay, N. Y. 


June 20-22. American Marketing Assn., | 


spring conference, William Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Clas- 
sified Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the 
West, 53rd annual convention, Los An- 
geles. 

June 28-30. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B. C. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake 
Hotel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., 
fall meeting, Westchester Country Club, 
Rye, N. Y. 

Oct. 1-3. Direct Mail Advertising Assn., 

1 convent Hotel Statler, New 


York. 

Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and exhib- 
it, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers Assn., 


VICE 
GUARANTEED SATISFACTION 
IMPRINT MATRIX COMPANY 
BOX 192-C GRANTSBURG, WIS. 
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meeting, The Greenbrier, | 


convention, | 
| 


| 


Electronic Design, New York, 
|has appointed Lawrence Conover, 
formerly New York representative | 
|of the publication, New England | 
district manager. The publication | 
jalso has named Bryce Gray, pre- 
| viously director of sales promotion 
of Modern Materials Handling, 
Pennsylvania district manager. 


NY Transit Installs Clocks 

The New York City Transit Au- 
thority has authorized the installa- 
tion of automatic clocks in 483 sub- 
| way stations. The clocks will be at- 
| tached to advertising display cases 
for which advertisers will pay 
$100,000 to $150,000 annually. | 


beat it for 
drumming up 
extra interest 
in media 


51 
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A Perfectly Legal Hold 


What happens locally is always of 
greatest local interest, such as these 
two sons of a Shrewsbury, Massa- 
chusetts doctor getting the most out 

of their visit to a Worcester County 
sheep farm — the subject of a recent 
Sunday Telegram Feature Parade 


story. 


} 


Showing people what happens close 
to home is the ONE way to get com- 
plete readership from young and old 
alike. That’s why the Feature Parade 


give you. 


—the Sunday Telegram Magazine 
Supplement — has a winning hold on 
the entire Worcester market—second 
largest in the state, 22nd Industrial 
County in the nation. 

When you want Sunday supplement 
coverage in the lucrative Worcester 
Market, you'll want the local impact 
for your sales message that only the 
locally edited Feature Parade can 


° Locally Edited 

All articles and illustrations 
are tailored by local feature 
writers, artists and photog- 
raphers to the reading inter- 
ests of central Massachusetts 
people, 


* Letterpress Printed 
Nationally recognized as one 
of the finest letterpress Sun- 
day supplements. 


* Color Availability 
High quality black and white, 


spot color, two, three and full 
color reproductions. 


* Lew Cost 

Color and black and white 
rates are unusually low in 
this Sunday feature section. 


Ao gait a 
hold on the 


WORCESTER 


MARKET 
Ube & 


Sunday 
Supplement 
that is 


LOCALLY 


EDITED 


ae 

Worcester 
Sunday 

Telegram 
Feature 
Parade 


ee Pe 
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The Worcester Teiegram-Gazette 


Howard M. Booth, Publisher 


Circulation: 


Daily, 158,551; Sunday 105,474 


Moloney, Regan & Schmitt, Inc. 
Nationa! Representatives 
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ARTHUR L. MALKENSON | 

New York, March 27—Arthur 
Lyon Malkenson, 74, former pres- 
ident and publisher of the Jewish | 
Morning Journal, died March 24 at | 
Mount Sinai Hospital. He retired 
in January, 1953 when his Yiddish 
language newspaper was merged 
with the Jewish Day. 

Born in Russia, Mr. Malkenson 
came to this country in 1896. He 
was graduated from City College 
in 1904 and received a bachelor 
of laws degree from New York 
University law school in 1909. He 
joined the Morning Journal in 1901 
as a clerk. 


| 
OTWAY H. CHALKLEY 
RICHMOND, March 29—Otway H. 
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He started in the tobacco busi- 
ness as a $3-a-week office boy for 
the old American Tobacco Co. and 
became factory manager at its 
Newport News plant. Later he 
joined Tobacco Products Corp. in 
New York, and in 1920 he went to 
Shanghai as manager of the com- 
pany’s factory there. In 1934 he 
returned to New York to become 
treasurer of Philip Morris. 

Subsequently he became vp, 
exec vp, a director and, in 1936, 
president. In 1945 he was chosen 
board chairman. 


JOHN ALSEY PARK 

Rateicu, N. C., March 27—John 
Alsey Park, 70, editor and pub- 
lisher of the Raleigh Times, an 


Chalkley, 72, former president and | @fternoon daily, from 1911 until he 
chairman of Philip Morris Inc.,|S0ld the newspaper to the News & 


died here March 22 after a brief | Observer last June, died at his 
illness. Mr. Chalkley retired as|home here March 15 after an ill- 


chairman in 1948 but continued as |"€SS of seven months. 


|a director until 1954. It was un-| 
‘der his leadership that Philip | 
|Morris became one of the “big 
| four” popular cigarets. 


Mr. Park received a degree in 
mechanical engineering in 1905 
from North Carolina State College. 
A few years later he became the 


city’s first automobile dealer. In 
1911, when he bought the Times, 
the newspaper was in the hands 
of receivers. He later owned and 
sold newspapers in Fayetteville, 
New Bern and Greenville. 

Active in the civic and social 
|life of Raleigh, Mr. Park also has 
served as president of the North 
|Carolina Press Assn., the Southern 
|Newspaper Publishers Assn., and 
was for several years chairman of 
the State Advisory Committee on 
Highway Safety. 


—for best sales results 
in the Detroit Market 

use the two greatest 

ABC recognized evening 

HOME DELIVERED circulations 
in the United States— 

—of which ONE 

is The Detroit Times— 

8 out of 10 Home Delivered 
—daily and Sunday—in 

the Detroit Retail 
Trading Area— 


—you don’t need 


WALTER EMERY 

WASHINGTON, March 28—Walter 
Emery, 76, retired director of ad- 
|vertising and economics of the 
U. S. Rubber Co., died of a heart 
attack yesterday at Garfield Me- 
morial Hospital. 

Mr. Emery was graduated from 
the University of Tennessee and 
‘later received a law degree from 
the University of Virginia. From 
1919 to his retirement in 1947 he 
| was associated with U. S. Rubber. 
| From 1922 on he was director of 
|advertising and economics for the 
| company. 

Before joining the company he 
had served in various legal capaci- 
|ties in Panama, including service 
in the early district and supreme 
courts of the Canal Zone. He was a 
charter member of the Panama 
Canal Society. 


they all know the 
best place in Cleveland 


“Hotel Cleveland, sir?” 

A Whether you arrive 

Vy =z? by plane, train or car, 
the friendliest place to 
stay is Hotel Cleveland, 
where airport limousines 
make their first stop. 
No room charge for children 
under 14 when registered 
with an adult. 


more—you can’t 


SONNABEND OPERATED HOTELS 
Distinguished American Landmarks 
CHICAGO: Edgewater Beach Hotel 

; BOSTON: Hotel Somerset 

aa! i] NEW YORK CITY: Ritz Tower Hotel 
1 ||! CLEVELAND: Hotel Cleveland 


do with less— 


IN THE HEART OF 
THE MICHIGAN MARKET 
(Detroit Retail Trading Area) 


Detroit Times Home Delivered 
Subscribers Represent An Im- 
rtant Group Of Dependable 
amily Prospects To Develop 
Into Steady Purchasers Of 
Whatever You Have To Sell— 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE, INC. , 
| 
| 
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Advertising Age, April 2, 1956 ad 
Metropolitan Areas Oakland City 0.0000... + 3 +23 
| Department Store Sales eee Little Rock. ..........--- +10 re i 8 ae +5 ust Publishes 
} Louisville ......:.----- +13 +2] Portland ..... ae Aaa ee NATIONAL DIRECTORY OF RACK JOBBERS 
. s St. Louis .........---- +S +6 Salt Lake City +1 —7 ‘ WON.FOODS te "SUPERMARKETS. ui 
" x c 1% t 
espite forms, a es 1sé renames — +s + bd o> aaa ae - | oy “Sdunnns who supply «gr ery a 
Minneapolis ic +2 o - * = + Ouse w al +e s, hose, | dry 
fi Cities -- | _ +8 +8 guide ¢ eill open this vast + hard torre h st 
WASHINGTON, March 29—U.S. de-| Columb —10| Minneapolis ............ oe Satisfaction or money back. Send order to: 

Sad S O., R 72 
partment store sales managed to| Springfield = a eUeg r  - e Per icenwortns comme 2, Onto 
gain 9% in the week ending March| rie nee aia dies i a 
! 24 over the similar week of 1955,| Pittsburgh =e. pvr _ nme “ = 
\ the Federal Reserve Board reports.| Wheeling-Steubenville .. +16 —I11) “ penver r+S 4+ 1| 
\ The gain was made despite freak- pms nee gg sat vevnenneseeesenne +3 +2) Topeka .. 5 +45] 

: —_— 5 ie Wayne Auto Sales Up 36 % 
| ishly heavy snowstorms in the| Nvetmgton + 29 : 3 | Fort Wayne Auto Sales Up 0 
ort ys Ww po Pe cr mepptin A Downtown Washington r—-3 = . Albuquerque ee Se 
pers and caus e Boston distric Baltimore : - Oklahoma City . 2 -1] N 1 Cc Fo 3 1 p | 
i to drop 28% behind in sales and| ®ichmond . - 1| Tulsa . ve 3 —12) ow ar r . eop e 
\ New istri ind.| Atlanta District .................... +7 —1; City t 
4 the New York Gstrict 7% behind Metropolitan Areas Kansas City ........ Ri = Fort Wayne’s greater spending power 
Losses in the East were made up hh 25 3 2 
om tnt : p tly d Birmingham ..ecccccccoseeonsssse + — 3) Dallas District ........ r+8 —9 meant a record 10,957 new car sales in 
or by impressive gains, partly due} Jacksonville ...ccccc000vec00-m © = 4) petropolitan Areas | 1955. a 36% gai 1954 di soet waves 
4 . eee r+ 7 = 6 Delles nee.- 2 _10 ,a Yo Zain over according to 
f ne HUD BL) BY M80 esesesserennscseeee +5 42 C. of C. figures. Fort Wayne now ranks 
toa ~~ $5 +3] Fert Werth +9 +8! | among the 12 cities in the U. S. (100,000 
Knoxville ....... = Houston .o..cccccccee 7 8 ith th 
Department Store Nashvile nn +6 —2) san Antonio .... +20 —26 | to 200,000 pop.) with the greatest con- 
y . 42 «| San Francisco District +3 0 centration of cars. 
AIPA oovcccccseeeee ° evcescecouseese | Metropolitan Areas 
Sales Barometer |} cnicaro viurics + 6 © + 3; “Metropolitan Avemrseach +1 4 | PORT WAYNE NEWSPAPERS, INC., Agent 
Metropolitan Areas Downtown Los Angeles — 3 — § _* 
EO eEE——EEEeEEe Westside Los Angeles ... + 2 - 9} ~ a ‘ ad ; 
Change from 1955 | Indianapolis ... Sacramento ... MRI) Clic News -Sentinel * THE JOURNAL-GAZETTE 
Detroit .......... , San Diego ......... es +13 | Oe 
Week Ended 9% | Milwaukee ............ San Francisco- Oakland .. + 6 +1 Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—San Francisco 
Leuis District Ss. F isco City +8 0 
March 24, 1956 St. Louis WOTESE. q....ccovecccosseses an Franc 
Jan. 1 to 
March 24, 1956 ’ +3% 


to Easter shopping, in St. Louis 
(25%); Cleveland (20%); Kansas 
City (19%); and Chicago (17%). 
The other districts also showed 
gains, some almost as high. These 
were Philadelphia, 1%; Richmond, 
10%; Atlanta, 12%; Minneapolis, 
12%; Dallas, 12%, and San Fran- 
cisco, 7%. 

| U.S. total department store sales 
also showed gains for the four 

’ weeks ending March 24 (5%) and 
for the year to that date (3%). 
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‘ A detailed breakdown of sales| 
fl in the 12 FRB districts in the week 
of March 24 will not be available = 
until later. For the two weeks ' 
prior, district sales broke down as shes . val 
follows: (2 t 
% Change from ‘55 | 
Week Ending 
Federal Reserve Mar. Mar. | 
’ District, Area, and City 10 17 { 
UNITED STATES ............... +7 —8 
q Boston District ccc... <= 2 lf : 
y Metropolitan Areas 
Boston .. i o —16) 
Downtown Boston .......... +1 —12 | 
; Suburban Boston .. ~ —4 —24 
r Cambridge ...cccccosssssssevrseeee = 7 —l1 
ee —3 —18 
j Quincy -~ +3 —26 | 
i Lowell ............. a —4 —32 “1 
Cities 
ee — 5 —7 
SE —19 
; New York District ................ ro —8 
{ Metropolitan Areas | 
i aw inne -~<«-8S —§ 
" New York-N. E. 
i New Jersey ....... r4+11 —8 
Hy SNR -cikicomennistee 4 —20 
| | r+ 9 — 5 
q 0 a — 6 
eee a s —14) 
. eer! PROFITABLE S-T-R-E-T-C-H 
Metropolitan Areas 
Wilmi ei atiiiaiasaings, COED 0 aa . ’ ‘ P ‘ 
ine rea ae sdtiaeeat te ul 4 Every year, millions of pairs of high fashioned — full fashioned hosiery 
SE memes ane ta are stretched to a perfect fit in hosiery mills throughout the Prosperous 
/ Philadelphia . ». £410 0 pe — 
| an hea ee a Piedmont section of North Carolina and Virginia . . . home of WFMyY-TV. 
/ Wilkes-Barre—Hazleton . r+20 0 —17_ Manufacturers such as Burlington, Mojud, Hanes, McCrary, and Baker-Cammack 
y Cleveland District . eT —4 . P ‘ ° . : 
Metropoliten Areas make this section the largest producer of full fashioned hosiery in the world. : 
: erga TS. wFMy-TV, basic css for this 46-county area, completely dominates the viewing 
; ne seer ener id ieee habits of the hundreds of thousands of employees of these tremendous hosiery mills. ; 
en a wa 


Telecasting on Channel 2 since 1949 to some 2 million potential customers for your 
product, WFMY-TV gives you full 100,000 watt coverage of this expanding area of the South. 
To stretch your profits in this $2.3 billion market, call your H-R-P man today. 


| 
, Fe 
| HABERULE 


COPY-CASTER 


Discover for yourself how much foster, easier ond 
more accurately you can copyfit all type jobs with 
this new, completely revised Haberule. Tens of 
thousands of artists, ad-men, printers, copywriters, 
editors, students save hundreds of hours and dol- | 
lars in costly resetting with this nationally famous | 
copy-caster. Why don't you? At your artist supply 


* 


- 


GREENSBORO, N. C. 
Represented by 


store or direct. Complete with gauge, only $7.50 9 " ; 
THE HABERULE CO. Harrington, Righter & Parsons, Inc. iia th Oar 
BOX AG-245+ WILTON, CONN. WFMY-TV...Pied Piper of the Piedmont New York — Chicago — San Francisco — Atlanta Seventh Year 
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Advertising Age, April 2, 1956 


VERSATILITY—J. Walter > Hamas Co., Chicago, counts a number of artists among its 
staff members. Copywriters, account representatives, public relations people added 
their paintings to those of staff artists for a show in JWT’s office. Paintings here 


Thames” by Jane Ellen Murray, copywriter, and “ 
account representative. 


At JWT, Chicago, 
Nearly Everyone 


|muse. But this is the first show of 
its sort the Thompson office here 
has arranged, and the exhibits are 
being avidly viewed by agency 
personnel. 
The crowds in attendance have, 


are “The Artist William Schwartz” by Charles Prilik, artist; 


“Bridge Across the 
Still Life” by Williard J. Loarie, 


paintings, of course, were made by 
artists, but others are by copywrit- 
ers, account men, pr people, media 
and traffic personnel. 


c One highlight of the show is a 


in fact, become large enough—and | barroom scene painted by Arthur 
gallery sales sufficiently frequent | Zapel, a copywriter. Painted in 
—so that some of the artists who|commemoration of the agency’s 
originally hung their pictures sans acquisition of the Schlitz account, 


Paints Pictures 


DESIGN PIECE—“Music Hath Charm” by Leo Parenti, copywriter, is 
a painting on exhibit at J. Walter Thompson Co. 


FACES & FIGURE—J. Walter Thompson’s Chicago gal- 


lery includes “Viking” by Harry Hult, artist; 


by William 
“Nina” 


Cuicaco, March 28—Art has 
captured the Wrigley Bldg. office 
of J. Walter Thompson Co., Chi- 


around the corner into a buzzing 
bullpen of clerical desks, are ar- 
rayed approximately 50 paintings 
by J. Walter employes, ranging 


from Frederick W. Boulton, vp, to 
| many a lesser figure in the agency. 

JWT, Chicago, is not the first 
agency to hold an exhibit of the 
artistic works of staff members. 
ADVERTISING AGE has_ reported 
many another such tribute to the 


Silet, 
by Fran Ryan, public relations. 


artist, and “Hospitality Suite” 


Operation Snowflake 
Produced 6,939,411 
Lines of Tie-in Ads 


Cuicaco, March 28—U. S. Steel 
Corp.’s 1955 “Operation Snow- 
flake”—a six-week pre-Christmas 
advertising boost for major kitchen 
appliance manufacturers—turned 
in some impressive results in terms 
of tie-in promotions, a USS spokes- 
man told sales executives here 
last week. 

George C. Shenk, consumer 
products promotion manager for 
USS, recounted the 1955 Snow- 
flake tie-in advertising record be- 
fore a meeting of the Sales Execu- 
tives Club of Chicago. He explained 
that the Snowflake promotion, 
used in both 1954 and 1955, is 
based on the belief that it can max- 
imize steel sales by promoting the 
products of its customers. 

“It is no secret,” he said, “that 
in the final analysis, the public’s 


the operating rate of our mills.” 


® Clipping service tallies of tie-in | 


ads using the snowflake symbol to 
promote specific products or serv- 
ices totaled 6,939,411 lines—6,443,- 
716 in dailies, the remainder in 
weekly mewspapers. The total 
number of ads was 11,027, 10,060 
in dailies and the rest in weeklies. 

This space was bought by manu- 
facturers of 130 different major 
appliance brands, 107 banks, 226 
utilities and 127 distributors. Their 
advertising was in addition to the 
promotion done directly by U.S. 
Steel and was designed to capital- 
ize on the USS slogan, “Make it a 
white Christmas—Give her a major 
appliance,” by translating it into 
local sales. 


Mayer/Klann Boosts Watts; 
Adds Electro-Voice Lines 
Mayer/Klann/Linabury Adver- 
tising, Benton Harbor, Mich., has 
| appointed Thoms S. Watts director 


| of public relations. Mr. Watts, who | 


agency since late last year, will 
continue copy-contact work in ad- 
dition to his new duties. 
Electro-Voice Inc., Buchanan, 
Mich., has appointed Mayer/-| 
Klann/Linabury to handle adver- 
tising for four product lines see 
special promotions. 


price have added a price sticker— | 


and sold them. 


One of the most interesting 


-- we — weer 


- : 
oy ee bs, ws 


TOPICAL ART—“Water Color” was 


the painting is captioned in Ger- 
man and framed with festoons 
of paper napkins and pretzels. 


cago. Around the walls of a recep- things about the exhibition is the | Originally the pretzel border com- 
tion foyer, back into a corridor | versatility it reflects among the/ pletely framed the picture. It no 
leading to a row of office cubicles,, JWT staff members. Many of the longer does so. 


7G BOY, 


painted by Arthur Zapel, copy- 


writer, as J. Walter Thompson Co. took over the Schlitz account. 
The painting is captioned “Schlitz, Schlitz—ver ist der Schlitz?” 
and framed with paper napkins and pretzels. Non-artistic—or 


hungry—viewers have filched part of 


the frame. 


| ‘Washington Post,’ 
‘Newspaper Guild 


Sign 5-Year Pact 


WaAsHINGTON, March 27—An un- 


|raphers goes wom $118.50 to $128 
|immediately, and increases $3 per 
‘year until it reaches $140 Dec. 1, 
1959. At least 50% of experienced 
|reporters, photographers and edi- 
torial writers are to receive $150 
weekly immediately, with gradual 


The Electro-|precedented five-year contract increases until 90% receive a min- 


Voice lines are high fidelity car-| covering editorial and commercial imum of $160 Dec. 1, 1959. 


tridges, do-it-yourself speaker en- 
closure kits, replacement phono- 


employes has been completed be- 
tween the Washington Post & 


Three-week vacations are to be 
granted after one year of service. 


graph cartridges and Power Point | Times-Herald and the Washington Previously three weeks were grant- 


cartridges. Henry H. Teplitz Ad- 
vertising Agency, Chicago, will | 


Newspaper Guild. 
The contract, governing wages) 


ed only after five years of service. 


continue to handle Electro-Voice’s | and working conditions of 450 em- Macintyre-Simpson Adds One 


other product lines. | 


Three Join Philip Lesly 
William O. Miller, formerly with 


Lesly Co., Chicago, as an account 
executive. At the same time, Alex- 


lander Sessions, formerly an editor 


of Finance, and Howard Aiexan- 
der, formerly on the public rela- 
tions staff of the Chicago chapter 
of the American Red Cross, joined 
the agency as assistant account ex- 


buying decisions can and do affect} has been a copywriter with the ,ecutives. 


'_ployes, was developed as a result 
of negotiations covering several 


| months. 
The contract may be reopened at) 
Selvage & Lee, has joined Philip | stated periods for non-wage items! Woods, 


and for wages if the cost of living 
should rise sharply. 


Increases of $2.75 to $4.50 in| 


minimum weekly wage are pro- 
vided for the bulk of commercial 
employes, with yearly increases 
thereafter. 

Minimum weekly scale for ex- 


perienced reporters and photog-| 


National Engineer, official jour- 
nal of the National Assn. of 
Power Engineers, Chicago, has 
appointed Macintyre-Simpson & 
Chicago, its midwestern 
advertising representative. 


Leeser to Hanson & Schwam 

Lew Leeser, formerly with Wil- 
liam Shiffrin Agency, Hollywood, 
has joined Hanson & Schwam, Los 
Angeles public relations company. 
He will head the company’s record 
promotion department. 
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WESTERN PACKING 
NEWS SERVICE | 


covers Coas? processing of conned, dried, frozen, 
and specialty foods since 1939 and offers 


LIVEST NEWS IN THE INDUSTRY [ 


! Advertising Age, April 2, 1956 

| NARTB to Watch 

| Grand Opening of 
‘All-Color’ Station 


company made its know-how and_| sure the greatest public acceptance 
technological information avail-|and the speedy development of 
able to other members of the in-| potential sales, he said. 

dustry, convinced that only by an 
all-industry competitive program |» Mr. Bennett predicted that by | 
would the market be developed| 1959 the gross national product| 
fully. The same plan is being} will rise to $440 billion, with con- 


testing facilities have been avail- 
able to advertisers on an informal 
|basis ever since KRON-TV began 
colorcasting more than a year ago. 
| The new clinic puts it on a sched- 
|uled basis, however. 


: Cuicaco, March 27—As part of; One advertiser—Pabco Prod- 


——— 


Radio Corp. of America's current |UCts Co.—has already taken ad- 
“Color Tv or Bust” drive, National | vantage of the closed-circuit test- 
Broadcasting Co. is planning quite|ing arrangement. Last Feb. 24, 


used in the development of color | sumer disposable income totaling 
television. $310 billion. Thus the American 


consumer market will expand by | 


® RCA alone expects to sell 200,- 


LOWEST AD PRICES IN THE FIELD 
Sample copy free on request. Published by: 
$.D. McFadden News Burecu 


a jamboree to inaugurate the|Pabeo and its agency, Brisacher, 
| Wheeler & Staff, watched a color 
demonstration of the company’s 
full line of paints and floor cover- 
ings. 


BENNETT OUTLINES 
RCA COLOR PLANS 

Cuicaco, March 27—Competi- 
tion helps to build markets. This 
is one of the basic marketing con- 
cepts of Radio Corp. of America, 
as outlined last week to a joint 
meeting of the Chicago Assn. of 
Commerce & Industry and the 
American Marketing Assn. by 
Martin F. Bennett, director of re- 
gional operations of RCA. 

Mr. Bennett explained that in 
the introduction of television the 


country’s first all-color station 
here April 15. 

The station is WNBQ. On that 
date it will become as “all-color” 
as they make them at this stage, 
colorcasting all its live local shows 
(and commercials), plus any net- 
work shows for which a color 
pickup is available. 

The launching date is significant. 
It is the Sunday which will start 
the 34th annual convention of the 
National Assn. of Radio & Televi- 
sion Broadcasters here, and. the 
WNBQ fanfare will be beamed as 
much at the assembled station op- 
erators as at the community. 


s At the dedication of the new fa- 
cilities, a host of top RCA and 
NBC officials will take part and 
will be watched—in color—from 
20 color sets which the network 
will place conspicuously in down- 
town banks, department stores and 
hotel lobbies—including, of course, 
the Conrad Hilton, where the 
broadcasters will be convention- 
eering. The ceremony will also ap- 
pear nationally on “Wide, Wide 
World.” 

During convention week the sta- 
tion will feed special closed-circuit 
programs to the 20 receivers and, 
when the network is on black-&- 
white, will add other special color 
shows. There will also be con- 
ducted bus tours to the station for 
NARTB delegates. 

To spread the word, NBC p.ans 
to run large-size color ads in local 
newspapers, and it hopes for tie-in 
support by RCA dealers. On the 
dedication Sunday, there will even 
be skywriting—in three colors. 


s Advertisers will make their con- 
tributions too: Their color com- 
mercials should provide NARTBer: 
with a ready-made laboratory for 
the study of polychrome pitching. 
Week before last WNBQ opened its 
facilities to any of its local adver- 
tisers who wanted to come in and 
see how their products came out in 
color. (See picture on Page 50.) 

A number of them accepted the 
offer and—with their agencies— 
are now busily color-testing. They 
include Peter Hand Brewing Co., 
Santa Fe Railway, E. I. duPont de 
Nemours & Co., Jewel Food Stores, 
Armour & Co., Sears, Roebuck & 
Co., Commonwealth Edison, Coca- 
Cola Co. and S. S. Kresge Co. 

Still another supporter wiil be 
RCA Victor Distributing Corp., 
which held a sales meeting last 
week to brief 400 of its dealers on 
how to turn the kick-off into color 
set sales. Reportedly, Victor is 
bringing in a record shipment of 
color sets to meet an anticipated 
surge of consumer demand. 


KRON-TV SETS UP 
COLOR AD CLINIC 

San Francisco, March 27—-A 
permanent color clinic has been 
established by KRON-TV, San 
Francisco affiliate of NBC, for the 
benefit of Northern California ad- 
vertising agencies. 

Every Tuesday, from 1:30 to 
3:00 p.m., agencies will be invited 
to bring their clients’ products, 
packages, display pieces and other 
materials to the KRON-TYV studio 
to see how they look on closed- 
circuit color television. 


es “Many important package 
changes may be in the offing,” ex- 
plains station manager Harold P. 
See, “when the circulation of color | 
tv receivers has increased to a 
point sufficient to justify wide use 
of the medium.” 

Actually, the station’s color- 


000 color television sets in 1956, 
Mr. Bennett said, and he ex- 
pressed the opinion that other 
manufacturers are beginning to 
share RCA’s enthusiasm for the | 
potential volume available through 
color sets. 

Because so much of the business 
of the country is represented by | 
new products, and because re-| 
search will develop many more 
new products and exciting mar- 
kets in the immediate future, Mr. 
Bennett suggested that the market- 
ing team include production as| 
well as research, sales and dis-| 
tribution. Marketing executives | 
should contribute their thinking 
to the design of products to as-| 


one-fourth, although population | 
will increase by less than one-| 
tenth. } 


Front Street, San_Francisco iW Calif. 


LOOK WHAT 
$15.00 WILL 
BUY AT 
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ATV FILM SPOT 
with ACTION... 
for almost the same price 
as inanimate slides! 


The REED’S package Zooms Up. Photo 
of girl pops on. 4 Delicious Flavors” 
wipes on, and “4” flashes on and off. 


FILMACK STUDIOS | 


CHICAGO e NEW YORK 
1323 S. WABASH 341 W. 44th St. 


“A 
Sars 


San Diego Aircraft Plant — an original water color 
painted for the San Diego Union and Evening Tribune. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


Ne 


COP icy Newspapers 
15 "Hometown" Newspapers covering San Diego, 
California — Northern Illinois — Springfield, Illinois — and 
Greater Los Angeles... Served by the COPLEY 
Washington Bureau and the COPLEY News Service. 


SAN DIEGO :: BIGGER 


1955 ANNUAL PAYROLL 
$170,000,000 


CURRENT EMPLOYEES - 38,200 


CURRENT BACKLOG 
$1,570,000,000 


San Diego’s booming aircraft industry is 
another reason why this billion dollar 
market belongs on every “‘A’’ Advertis- 
ing Schedule. San Diego is reached best 
at lowest cost per salé by the complete 
coverage of the San Diego Union and 
Evening Tribune. 
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IMPORTANT CORNER 
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FRANKLIN BELL: “This has been a 
great day.” 


‘Old Grads’ Honor 
Frank Bell, Their 
‘Alma Pater’ 


It isn’t often that an individual 
acquires an alumni association of 
his own, but Frankiin A. Bell is 
such a man. When word got 
around that Frank was retiring 
from H. J. Heinz Co., where he has 
been director of advertising for 
more than 25 years, the Franklin 
Bell Alumni Assn. moved into high 
gear. Letters went oui to the 24) 
graduates of this exclusive school, 
calling for a convocation March 21 
at New York’s Stork Club. 

Twenty-two showed up for the 
fete—one couldn’t come because of 
illness, the other due to business. 
They arrived from Chicago, De- 
troit, Philadelphia, Pittsburgh, 
Baltimore and New York. 

“I don’t think you could expect 
me to say anything except thanks,” 
said the soft-spoken guest of honor 
when his turn finally came. “I’m 
gonna go home and brag to my 
kids,” he added, when he received 
a signed scroll addressed, “to our 
guide and mentor in grateful af- 
fection from the Franklin Bell 
Alumni.” 


@ There are two divisions to this 
unique group: one includes assist- 
ant advertising managers, who, at 
one time or another, worked un- 


a boss to anyone,” added another. 

There were telegrams and let- 
ters—close to 100—from folks 
who'd heard about the dinner and 
whose paths had crossed as Frank 
Bell’s career ranged through the 
advertising world. It was a career 
embracing the Sun Maid Raisin 
Growers of California (1921-25), 
the San Francisco office of Lord & 
Thomas (1925-27), N. W. Ayer & 
Son and, beginning in 1928, the 
home of “57 Varieties.” 


s Among the tribute writers were 
Sigurd Larmon, Bruce Barton 
(“All of us in advertising are 
your debtors”), Ed Ebel, Red 
Motley, Dick Berlin (“I dislike to 
see my good friend retire first’), 
Ted Little, Graham Patterson, 
James Woolf, Don Francisco (“I 
think you are very smart, I too am 
retiring on March 31”), Paul West 
“May 57 varieties of happiness be 
yours”), General Outdoor Presi- 
dent B. L. Robbins, Chicago office 
manager of the Hearst Advertising 
Service Nix Morency, Pittsburgh 
Post Gazette publisher Bill Block. 


~~ 


= Mr. Bell himself gives great 
credit to those who helped him: 
along in his career in his early} 
days. They were Stanley Lat- 
shaw, formerly publisher of the) 
old Delineator Magazine and an ad) 
chief for Curtis Publishing Co.;) 
Lee Maxwell, late chairman of) 
the board of Crowell-Collier Pub- | 
lishing Co., and Robert P. Crane, | 
copywriter at Lord & Thomas. | 
His first ad job was with an 
agricultural feed account. That 
was when he created his first ad 
slogan, “Red Comb means health.” 
Since then he has thought up sev- 
eral slogans which have made ad- 
vertising history: “Had your iron 
today?” for Sun Maid raisins, and 
“You know it’s good because it’s 
Heinz.” 
Getting ready to take the night 
train to Pittsburgh for his last 
week in Heinz harness, and look- 
ing forward to resting at his Chau- 
tauqua Lake home (he’s sstill 
recuperating from a recent opera-| 
tion), Frank Bell told his self- 
appointed alumni: 
“This has been a great day.” 


der Mr. Bell; the other is composed | 
of business associates who have 
worked closely with the veteran 
adman through the years. Contin- | 
uing a tradition begun at the con- 
vention of the American Newspa- 
per Publishers Assn. in 1941, the 
alumni meet annually. 

Their number now includes a 
pretzel company president, a food 
and candy broker, a producer, sales | 
representatives, advertising man-| 
agers and agency executives. They | 
have one quality in common: Great 
affection and admiration for a man 
who has played a major role in 
shaping their lives. “A builder of 
men,” said one. “He’s had one of 
the greatest influences on my life,” 
said a second. “Yet he’s never been 


Selby 
MEMORY TIME—Talking over old times are Herb Selby, special projects manager of the 


Bureau of Advertising, American Newspaper Publishers Assn., and Jack Phillips; 


Epstein 


HAPPY—Joshua S. Epstein, president 


Phillips Bradfute 


Se: > eine ea 
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Plowe Rees Eversman Phillips Bell 
INNER GUARD—Eight former assistant ad managers at 
Heinz gather round their onetime boss. The oldest 
alumnus is Fred Wenck (1934), now on the sales 
staff of Farm Journal. Newest is Chuck Mattern 
(1954), ad manager, McCormick & Co. Next alum 
ill be Arthur Dimond, now Heinz ad manager. 


Dimond Mattern Rayen Wenck 
Others are: Elliott Plowe, BBDO account executive; 
Jack Rees, vp, Compton Advertising; George Evers- 
man, vp and merchandising director, Maxon Inc.; 
Jack Phillips, advertising director, B. T. Babbitt 
Inc., and James Rayen, director of advertising, Min- 
ute Maid Corp. (Photos by Schonbrunn-ives) 


wt 


Mattern Hammer 
DEEP IN TALK—Chatting at the dinner table are Chuck 
Mattern; Hans Hammer, Maxon; Fritz W. Overesch, 


vp and creative director of Ross Roy, and Phil 
Heldman, Maxon. 


Heldman Beatty Rayen 
of Joshua S. Epstein Co., Phil Heldman, Perce Beatty, Maxon, and Jim Rayen enjoy the party. 


Wenck Laurie Eversman 
Fred Bradfute, president, Product Pictures, and Fred Wenck; Bill Laurie, assistant 
to the vp, Boyle Midway Division, American Home Products, and George Eversman, 
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Advertising Age, April 2, 1956 
Paul Kruming, 49, advertising manager of the New 


York Herald Tribune, and from 


Head of Overseas 1934 to 1948 served concurrently 


io in that position and as advertising 
manager of This Week Magazine. | 
gency sf Is Dead ‘In 1948 he was named vp and) 
h New York, March 27—Paul R.| business manager of the latter 
yi Kruming, 49, a leader in the inter- publication. | 
|| national advertising field, plunged| yr, Hessey was a member of the 
to his death last week from a sev- University Glee Club of New York 
| enth-floor room of the Barclay City and was its president from 
| Hotel here. Mr. Kruming was/1949 to 1951. He was also a past 
| president of National Export Ad- president and a member of the 
vertising Service. board of governors of the Alumni 
His body was found March 23 Assn. of Psi Upsilon. 
on a second-floor setback of the 
hotel. He had registered at the 
hotel the previous night. JAMES C. ANTHONY 
The circumstances of Mr. Krum-| New York, March 28—James C. 
ing’s fall are not known. He Anthony, 52, district advertising 
left no notes. He was believed to Sales manager for Aviation Week, 
have been in good health. His died yesterday in Myrtle Beach, | 
agency, one of the foremost export S. C., while enroute home from a 
agencies in the country, had its| vacation in Florida with his wife. 
most successful year in 1955. Mr. Anthony was a graduate of the | 
Thomas W. Hughes, exec vp of| University of Pennsylvania and) 
National Export, who made the|was associated for several years. 
{ identification for police, said, “As| with Batten, Barton, Durstine & 
far as I’m concerned, it was an|Osborn, before joining McGraw- 
accident.” Hill Publishing Co. in 1942. 


M 
> 


A 
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to be published 
MAY 7, 1956 


s National Export was founded | 
in 1918 by Mr. Kruming’s father, 
Martin J. Kruming. Mr. Kruming | 
joined his father’s company in| 
1928 after graduation from Dart-| 
mouth. He became president in 
1936. 

During the war Mr. Kruming 
served with the radio division of | 
the Coordinator of Inter-American | 
Affairs and with the Armed Forces 
Radio Service. 

He was elected president of the| 
Assn. of Export Advertising Agen- | 
cies in 1946 and in 1949 he served | 
as chairman of the first convention 
of the International Advertising | 
Assn. Two years ago he received 
the annual IAA award for “dis-| 
tinguished service in the field of. 
international advertising and mar-| 
keting.” 


| 

H MART MANLEY 
New York, March 29—Mart 
Manley, 63, vp in charge of ad-| 
\ vertising and public relations of 
i the Electrolux Corp., appliance 
i") manufacturer, died yesterday at 
f 


8 


his home here. 
Born in Toledo, and christened | 
} Patrick Martin, Mr. Manley in 
| later life shortened his name to 
. Mart. His first job was on the old 
i Toledo News Bee as a reporter.) 
| Later he became an advertising | 
salesman. From 1924 to 1927 he) 
was secretary of the Toledo Cham- | 
ber of Commerce. In the latter 
{ year he joined Air-Way Electric) 
f Appliance Corp., Toledo, as a 
salesman. The following year he’ 
was appointed advertising man- 
i ager of the company. In 1934 he | 
4 joined Electrolux and was a 
' sales representative in Philadel-_ 
phia, Boston and Chicago before 
being appointed vp in charge of | 
"| advertising and public relations in | 
1953. 


| J. J. EVANS HESSEY 

New York, March 27—J. J. Ev- 
ans Hessey, 63, vp and business 
manager of This Week Magazine, 
died yesterday at St. Luke’s Hos-| 
n° in Chi he attended th 

rn in cago, he atten e ” 
University of Terento, and during sé Can you pick the winner? ” 


World War I served in the Cana- 


: 


A. Louis Oresman, President of Catalina, Inc., asks 


ee ee 


“Tk wens cane ag “The bathing suit business is like a beauty contest. You never the 48 states! They're all solved for us by Air Express! And 
i ing and advertising included posts can tell in advance which models are going to win! Air Express has never failed us! 
with the Chicago Tribune. From | “This year, for example, we designed more than 400 differ- “Using Air Express regularly, we can fill rush orders any- 
— . bene ne Ah he eb ent suits. Those that catch on in the stores get a flood of rush where in the country in a matter of hours. And in the highly 
edition. From 1925 to 1931 he was. orders! They push our production facilities to the utmost. competitive fashion business, that's important! 
And that, in turn, puts the pressure on shipping and delivery. “And yet, most of our shipments cost less than any other 
“But even though our manufacturing is done in the Los air service. 10 lIbs., for instance, Los Angeles to Dallas, is 


| Angeles area, we never have delivery problems anywhere in $5.70. It's the lowest-priced complete air service by 81¢!" 


“Admiral” SHEARS says: 
Be a genius at ad illustration and 


save money too by using the . 

Stivers 3000 spot Art Hand . 

Monthly awards for the best use t/ a ys—- 
of this idea treasure chest! Free — 


id Nat. 
Ad Mgr ‘STIVERS STUDIO GETS THERE FIRST via US. Scheduled Airlines 
sox =: SAN FRANCISCO 19, CALIF. 


CALL AIR EXPRESS ... divisionof RAILWAY EXPRESS AGENCY 
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It’s all a matter of translation 


The market place is not unlike the U. N. What you are saying may 
be understood by your own people. But to reach those you really 
want to influence requires proper translation. 


If the sales of your product are not what they should be in today’s 


market, maybe you need better interpretation than you're getting. 


DONAHUE & COE, INC. 


Advertising 
NEW YORK ATLANTA MONTREAL 
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THE NATIONAL NEWSPAPER OF MARKETING 


The Coca-Cola Story 


Catsup Goes Swank: C. M.'s Corner 


You Can Always Learn More; Woolf 


Watch Pictures, Secret Service Warns 


Coste Relates the Simple, Exciting Advertising 


Story and Philosophy of Coca-Cola 


In my association with Coca-Cola the 
company has been paid two compliments 
I shall never forget. Most of us remember 
with affection, I’m sure, that great mid- 
western stalwart, William Allen White. 
When he celebrated his 70th birthday— 
which Coca-Cola is also doing this year— 
Life magazine sent a photographer to 
Emporia, Kan., to report the occasion. 

The famed editor of the Gazette had a 
realistic understanding of his position in 
American life, representing as he did, the 
plain people. When the photographer 
asked him to pose, White insisted that he 
have a compatible background, something 
as typically American as himself. He 
chose to stand beside the Coca-Cola dis- 
penser at the local soda fountain. 

Later, White explained: “Coca-Cola is 
such a sublimated essence of all that 
America stands for, a decent thing hon- 
estly made, that I thought it would be 
fitting and typical to have the word in a 
picture that portrayed the average Amer- 
ican town.” 


® The second compliment came from a 
German prisoner of war who was disem- 
barked at New York where he saw one of 
our spectacular advertisements. “Oh,” he 
said, “so you have Coca-Cola here, too.” 

These two observations sum up for me 
the real meaning of our company. Our 
product is thoroughly American but is 
distributed around the world in a way 
that makes men of every country think of 
it as their own. To me this epitomizes a 
real success. The contribution of adver- 
tising to that success is indeed notable. 

Seventy years ago, when the Coca-Cola 
Co. first started in business in Atlanta, 
the only outlet for its product was soda 
fountains. And of these unique institu- 
tions, which later were to become as com- 
monplace, and as influential on our hab- 
its, as the Model T, there were only eight 
in the entire state of Georgia. 

I don’t know what kind of vision 
prompts men to develop a business with 
only eight prospective outlets within 100 
miles. That was a long distance in those 
days. As of 1956 it would seem to be 
spiritually admirable but fiscally fool- 
hardy. Probably the two qualities moti- 
vating the visionary founder of Coca- 
Cola, John Pemberton and his immediate 
successor, Asa Candler, were abiding 
faith in themselves and complete confi- 
dence in their product. 


s But regardless of their faith, Pember- 
ton and Candler’s little enterprise might 
have failed with singular speed had they 
been swayed by one of the dominant 
business tenets of the times. Only four 
years before, a provocative octogenarian 
had died leaving behind him a rich store 
of poetry, philosophy and literature. But 
in his treasure house he left one unfortu- 
nate epigram. It was the most widely 
known and believed of his works—and 
even today is probably the most quoted. 


Felix W. Coste, vice-president and director of marketing of the Coca-Cola 
Co., rarely has anything to say in public. The middle of March he made an 
appearance at the Advertising Club of Washington, D.C., at which he related 
the advertising history and philosophy of Coca-Cola. In an era in which enor- 
mous conflicts exist over the direction which advertising should take, this sim- 
ple restatement of the thinking behind one of the quietest, most pervasive—and 
most successful—of all advertising efforts is a curious and an interesting docu- 


ment. 


Had there been economists in those days 
they might have referred to it—as they 
do to the law of diminishing returns—as 
Emerson’s law of mousetraps. This was 
the old saw which has cut to pieces many 
a promising business: If a man builds a 
better mousetrap, the world will beat a 
pathway to his door. 

If the pioneers of Coca-Cola had adopt- 
ed that popular philosophy, I wouldn’t be 
here today. We would all probably be tak- 
ing the “pause that refreshes” at the 
water cooler. 

Fortunately for me the pioneers of 
Coke made two discoveries: the formula 
for a refreshing drink, and the power of 
advertising. 

In Coca-Cola’s first year 25 gallons of 
syrup were sold. That same year $46 was 
spent on advertising. If the same ratio of 
advertising to sales had been maintained, 
our current budget would be something 
over $300,000,000 a year. 

Within six years Coke was promoting 
its first slogan. It was “Delicious and Re- 
freshing.”’ Just as simple as that. We have 
had a half-dozen slogans over the years, 
every one of them designed for a specific 
purpose. “Thirst knows no season,” for 
example, was developed for winter sales. 
In those days soda fountains closed up in 
the winter. Storekeepers used our coolers 
to keep potatoes in. But now we sell more 
Coke in the winter than we formerly did 
in summer. 


® Our slogan “The pause that refreshes” 
is now in its 27th year. Our research 
showed that accident rates went up with 
fatigue, and efficiency went down. A re- 
freshed worker was a better and safer 
worker. This is still true, so we still sell 
“The pause that refreshes.” 
Incidentally, many people asked why, 
after almost exactly 50 successful years 
with D’Arcy, Coca-Cola changed to Mc- 
Cann-Erickson. There was nothing mys- 
terious about the change. I did not decide 
it nor did any other individual. It was the 
unanimous decision of a committee of 
five, by ballot. Naturally, we expect Mc- 
Cann to do a good job for us. But one 
compelling reason was that our steady 
development abroad seemed to us to re- 
quire an integration of all our advertising. 
Since McCann has for years handled most 
of our foreign advertising this factor was 
a major consideration in making the 


choice. 

Now I’m going to give you a chance to 
make the groan of the day by repeating a 
phrase we’ve all heard ad nauseam. But, 
it’s so important that, like the Lord’s 
Prayer, I hope we never forget it. Adver- 
tising today faces its greatest challenge. 
To appreciate this simply, picture the 
expression on an advertising man’s face 
when his boss comes to him and asks, 
“Why don’t we have a program like ‘The 
$64,000 Question’?” 


® As serious as this situation may be for 
the harassed individual, the most porten- 
tous challenge we face is far more de- 
manding and complex. We must meet the 
challenge of responsibility. 

I might make an analogy here of the 
legal profession—that part of it which 
deals with corporate law. When business 
was far less restricted by statute and reg- 
ulation, tycoons decided what they want- 
ed to do. Then they called in their attor- 
neys and told them to draw up the papers. 
It was the job of counsel to get around 
any conflict with the law. 

Now our major corporations most often 
address their attorneys with a single 
question, “May I?” Few executives would 
today embark on a sale of stocks or bonds, 
the resolution of a tax problem, or any 
venture that might involve one of a myri- 
ad of government commissions, boards, 
services or departments without permis- 
sion of legal counsel. 


= The reason is simple. Corporate exist- 
ence is no longer threatened merely by 
product competition. Losses or profits in 
the millions may depend on an obscure 
court interpretation of an obscure ruling 
by an even more obscure government 
commission. Learned counsel today no 
longer gives opinions to his client. He 
gives them technical research. Corporate 
lawyers have become law researchers. 
They are thus shouldering an increasing 
burden of responsibility. We in advertis- 
ing must do likewise. 

As with our colleagues in the legal pro- 
fession, we, too, need to become more 
gravely concerned with research. When 
I speak of advertising research, I am 
aware we all have research departments. 
And we have Starch and Nielsen and 
surveys by the pound. What I’m talking 
about is research in depth: the kind of 


studies that let us know our present and 
potential customers as well as we know 
our own families. The kind that gives us 
as clear an insight into marketing and 
related problems of our clients as they 
themselves possess—-perhaps clearer. 


® This is the kind of research we have at 
Coca-Cola. As a foundation for our adver- 
tising and sales we set out to discover 
literally everything there was to know 
about soft drinks. Today we can tell you 
not only precisely who drinks Coke and 
its imitators—and where and when and 
how they drink it—but we can tell you 
the same about coffee, tea, milk and beer. 
We know who drinks what with which 
meals. We know who drinks what before 
and after midnight. Furthermore, we 
know it by age brackets and by income 
groups. We know the difference in drink- 
ing habits of Jew and Gentile, of Greeks 
and Italians. The only persons we haven’t 
studied are Eisenhower Democrats and 
Stevenson Republicans. So you can see, 
we are guided by more than moral princi- 
ples in our advertising. We are guided 
by principles of fact. 

The success and growth of the Coca- 
Cola Co. has paralleled that of the suc- 
cess and growth of advertising itself. The 
influence of advertising on Coca-Cola has 
been tremendous. I think its effect has 
been particularly great because my pred- 
ecessors were among the first to under- 
stand exactly what advertising could do. 
They knew the importance of simplicity 
and directness. They appreciated the sub- 
tlety of the constant reminder. They were 
aware that no one can escape—nor long 
resist—a pleasant message that is re- 
peated constantly and everywhere. 

Most important, they were among’ the 
first to recognize the fact that all of us 
now know as the most elementary truism 
in advertising. This is the tenet that your 
audience is not static, but is marching 
past you, in a parade. When this concept 
dawned on my predecessors, they made 
continuous advertising a matter of policy. 


® Advertising is one of the elements that 
made of Coca-Cola something more than 
merely a refreshing soft drink. There are 
some people who do not drink Coca-Cola 
but there are almost no people who do 
not like it. They like it as a name. They 
like it as an American institution. They 
like it for its integrity. One reason for this 
is that, in more than 50 years, Coke has 
mever made any advertising claims. 
There have been no tricks in our ads. 
What we have said, in a variety of ways, 
is that Coke is delicious and refreshing. 
We've told people they will enjoy it. We 
have told people that Coca-Cola always 
keeps good company. We’ve said, in ef- 
fect, that wherever there is fun there is 
Coke. We don’t prescribe Coke for certain 
hours of the day—on the hour. We don’t 
claim any built-in Jersey bounce. We 
don’t even claim that doctors sometimes 
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prescribe it for babies—which they do. 
We just say Coke is refreshing. 

We think our advertising is something 
like Coca-Cola itself. There is no real 
secret about what Coke is made of. Our 
imitators know what is in it. But the rea- 
son they can’t duplicate Coke is that they 
can’t put those ingredients together in 
proper balance. This is the real secret of 
Coke’s success. 

In the same way we believe our adver- 
tising succeeds because it, too, is in bal- 
ance. The illustrations, the white space, 
the text, the media, all the attributes of 
advertising, are brought together in an 
attractive, effective whole. Similarly, the 
outstanding men of history are balanced 
men. They have strength, judgment, wis- 
dom, courage and vigor in precisely the 
right combination. Truly beautiful wom- 
en are really a balance of beauty. Many 
women have lovely hair, or lively expres- 
sive eyes or appealingly curvaceous fig- 
ures. But a great beauty has all of them— 
in balance. 

We believe that such balanced adver- 
tising has been a major factor in build- 
ing up the high quality of our relations 
with the public. 


® Our advertising is unusual not only 
because we make it so. It is different be- 
cause of the dictates of our sales prob- 
lems, and we have them, believe me. We 
aren’t concerned mainly with the stub- 
bornly slow-to-change male, as is Gil- 
lette. We don’t have to gather up and 
hold the mercurial fancy of women, as 
does Revlon or Procter & Gamble. We 
aren’t pinpointed on the pot of gold, like 
Lincoln Continental. Nor is our special 
target that of Rexall and A&P—the 
thrifty family with basic needs. 

Our job is to reach and convince every- 
body—everybody, that is, who has gradu- 
ated from Pablum and Gerber’s. Our ad- 
vertising must be properly weighted geo- 
graphically for sales and sales potential. 
It must take into account the universality 
of the product so that every economic and 
social stratum is included in the geogra- 
phy of sales. We must convince all people 
that Coca-Cola, “Delicious and Refresh- 
ing,” is available only “an arm’s length 
from desire.” 

This puts special burdens on our adver- 
tising. We must constantly develop the 
conviction of superior quality, taste and 
social acceptance. Since we are enjoined 
by the tenets of sound business and ethics 
frorn the direct claims advanced by imita- 


tors, we must go beyond ordinary tech- 
niques in the development of distinctive 
and sound formats. However, innovations 
in layout and art, while often new and 
arresting, must nevertheless have that 
universality of appeal which has always 
distinguished the Coca-Cola presentation. 
Above all, our advertising cannot be sim- 
ply plausible. It must have absolute be- 
lievability. 


® Coca-Cola’s advertising philosophy is 
no more than one of the facets reflecting 
the philosophy of the company as a whole. 
We believe it is sound and honest adver- 
tising policy: the kind that dominates the 
advertising business. 

I say dominates, rather than embraces, 
because advertising is not simon-pure. 
Recently advertising has come under in- 
vestigation by the Senate. From what I 
have read in the press, most serious 
charges are being made. They appear on 
the surface—and, therefore, to the public 
—to be an indictment of the entire adver- 
tising business. Most of us know that 
these broad charges are not justified. But 
despite the fact that they are reckless and 
extravagant they make news because of 
their august source. 

But they are really directed to only a 
minuscule segment of our business. Cer- 
tainly there are charlatans in advertising. 
There are quacks in medicine; ambulance 
chasers in the law, and usurers in finance. 

The advertising business has done an 
outstanding job in raising and enforcing 
ethical standards since 1915. I’m proud 
to have had a part in it. But so long as 
these cancers exist, however small they 
may be, they alienate the consumer; they 
contaminate those around them and they 
cast some doubt on all of us. We must in 
future be even more efficient in policing 
our business. We must find some means 
within our own ranks of exposing and 
holding up to public ridicule the nefarious 
practices we despise. We must stamp out 
such practices before they can become 
subject to congressional inquiry. 

To aid any such serious effort, Coca- 
Cola would do its utmost. 

The years ahead will be challenging 
and engrossing. At Coca-Cola we look 
forward to them with more anticipation 
than misgiving. At seventy, we're still 
vigorous enough, or young enough, or 
cocky enough to feel that we don’t really 
grow older—we merely grow wiser. We 
hope it will be that way for us always. 

And we hope it will be for you, too. 


Looking at Radio and Television... 


Can You Shore Up 


By The Eye and Ear Man 

With the steady emergence of the third 
network, independent stations, and in- 
creased competition on the majors, au- 
diences are being whittled thinner and 
thinner. Advertisers who are losing rating 
—although not necessarily circulation— 
are becoming concerned about the loss and 
are searching for remedies. One of the 
most easily suggested cures for a program 
with a sagging rating is paid promotion. 
How good is it? 

In this era of scientific advertising the 
question of paid “tune-in ads” or a sub- 
stantial publicity campaign remains pri- 
marily a matter of opinion. The scant re- 
search done on this subject is inconclusive 
—due to the lack of controlled conditions. 

If everything were equal, an advertiser 
would want as much promotion as pos- 
sible. It never hurt a show to have a large 
ad appear in major dailies the day a show 
is on the air. Neither did it ever hurt a 
show to have feature stories appear about 
the star, the producer, or writer in week- 


a Sagging Show? 


lies, supplements or columns. On the other 
hand, there are shows that are very suc- 
cessful with little or no publicity. 


® Even if a show is extremely publiciz- 
able, like “Toast of the Town,” due to the 
newsworthy aspect of the acts, it is likely 
to run into competition equally publiciz- 
able, like “Comedy Hour.” Often both ad- 
vertisers will take equal paid space, as well 
as promoting the shows. This obviously 
tends to neutralize the promotion and in 
this case leads to viewer-switching back 
and forth between the shows. More and 
more, the race to promote leads to neutral- 
ization of effectiveness, and yet the adver- 
tiser is afraid to stop. 

If you ask a viewer what causes him to 
watch a program, he will say he doesn’t 
remember. If he thinks for a while, his No. 
1 reason is that he was tuned to a favorite 
channel and the show just came on. A sec- 
ond reason was that somebody was talking 
about it or he saw some on-the-air promo- 
tion. Surprisingly enough, columnists or 
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The Creative Man‘s Corner... 


am 


The light wuch .. 


the right approach. 


it’s a terrific idea. 


Up in the World 


the bright touch... the right qauch 


With the possible exception of corned beef and cabbage, nothing has been 
quite so thoroughly identified with life on the other side of the railroad 
tracks as catsup. By comparison, chili sauce has been a rich uncle, sophisticat- 
ed, enjoying surroundings considerably more swank than those in which the 
poor relative, catsup, is expected to be found. 

It is quite startling, therefore, to come upon an ad for Hunt’s tomato 
catsup in a fashion magazine—and to see it treated with all the subtlety at- 
tached to the presentation of mink or chinchilla. 

We like the way the young lady has been kept slightly out of focus, the 
way the hors d’oeuvre has been framed in the red circle of her lips. We 
like also the fashion approach in the copy. 

In fact, we think this Hunt ad represents one of the smartest innovations 
in grocery product advertising in. many a moon. If anything can overcome 
the lead other brands of catsup have over Hunt’s, this would seem to be just 


When we see a bright departure such as this, we not only wish we had 
thought of it, but we are led to wonder just who did think of it. Was it the 
agency? Or the advertiser? Or maybe the publication? Whichever, we think 


Hunt's ‘lonamto Caisuy 


“tune-in advertising” account for very lit- 
tle. If you want to play this game, ask 
yourself how you happened to tune in a 
new or an established show. 

Probably the most influential moti- 
vator of tuning is the “tv guides” or week- 
ly detailed listing of programs by newspa- 
pers. It is probable that, because of the 
large newsstand sales of the tv magazines 
and the reported saving of the Sunday 
paper tv sections, most people settle down 
before their sets and look at the choice of 
attractions. If this is true, an accurate list- 
ing would be the No. 1 requisite for good 
promotion. 


® The second most effective gesture is to 
pressure the networks into maximum on- 
the-air promotion effort. It is regrettable 
that the phrase “pressure” should be used. 
If an equitable plan were developed, the 
promotion would be delivered in a pro- 
rata fashion, with a policy for every pro- 
gram guaranteeing equality to all. Unfor- 
tunately psychological pressures can be 
applied that give one program more sup- 
port than another. Therefore, reluctant 
though he might be, the advertiser want- 
ing the most must be a “screamer.” Join 
the crowd—scream. 


Another precaution in getting free net- 
work support is to find out exactly where 
the promo will come. Since the networks 
have pre-empted five seconds before net- 
work identification for “promos,” adding 
further confusion to that mess of audience 
chasers that follows the end of the pro- 
gram—like closing announcements, cross- 
plugs, cast credits, 20-second spots, 8-sec- 
ond spots, opening announcements, station 
identification, network identification, etc. 
—a disorderly confusion has resulted. It 
is well known that the memory of man is 
notoriously short—especially when it is an 
item of complete indifference to him. Nev- 
ertheless, networks have scheduled pro- 
mos days before the program occurs. So 
watch it. Get yours scheduled where it can 
do some good. 


® A reasonable item for publicity is a 
good investment. Some amount of “tune- 
in advertising” at the beginning of the 
series can be rationalized, even if it can’t 
be proved effective. But remember, this is 
advertising, and must be charged against 
the total television budget. At a certain 
point this makes the cost-per-thousand- 
homes delivered by television inequitable. 
A little simple bookkeeping can determine 


Pr eee ? 
Bae,” ' 1g ees ad is a err 5 oa Bis. ee att eee Pee eS ; es : ae i ~ of 4 — ae o _ eng ee omega : 
wy oat Pa al : . . ae - ‘ ; whey ‘ ae te z eo Me lek - 
ae | aig - » : 
sierra 
a : ’ 
at es 
eae y, 
oe 60 
an ee h 
ae ik 
ag Si 
eae 4 | 
Sh eae } 
Bate | S {{ 
Sal aes 
aA? Pa 
Me eS os 
alta | 
ae ae 
Det tae 
Ste 
pak ve SD 
Rria | 
ten Ne? | 
eRe 
eee 
tee | 
‘ wigs 
ce | 
Laney 
; i ' } 
2 = ie . Sa eee 
A ie, oer, ae i 
hehe : eee 
tet Sas a | 
at ae 2 ers 
flees vt we : + ee , 
tad ~ ; ce ee ie ' 
SARS den. i : 
at Bt lies Be earns. by 
a 4 — ‘ea eh po Tes paige 
be steal 6 a oa Y 
Pe he coi: © am a 
Ae ~ be 
teh zs ——— > Poa | a 
ok, Tose 4 % a X oh 4 
mepaes : . —. Ss 
e; ie s : —-  . ‘ my 
ies = 6 ‘ue oe ae) ; ‘i 
SU rw Boe oe 
ate eg —<.e 
aly Bes ‘ : - 4 ona —- 
mat” Fes vs 7. ne 
Wate oy Le Pe ae an a 
by Ee q e aoe . i j 
an ess : aa ys 
ag. Si hse ss } 
oak ¥ pe ie 
7 <a a Bee ee = 
ye cw S 
Pa get: >. x - ; 
<n Be 
Broa me ieee 4 
Al. bite cley patil: 
y eet 2. ey el mee hehe | 
re Beat “< 
mete 
thn Bey! 
ey 
a oe 
a 
oe (ie 
a) 
oF 
a 
a 
eee 
ee: 
nop oe 
rial £ ' 
mee pa 
ee | 
ast? ' 
Pie ea } 
Be 
att ee 
rer) 
Sa 
[sae 
ah 
Coenen | 
Rasr 
see 
+e N 
eat 
este, | 
eaelela as 
ee Ce 
cae.) 
ae 
ee ds } 
aa 2 r 
4 wa } 
hr sends 
5 oh BO } 
Wes | 
Wi eC 
Beek 
Ao) 
* A abheg 
tat 
A hi 
Bt EY me, ' * 
a ee 
Le 
te as a ’ 
ie 
Bohrat. ‘ 
tow 
Ra; = 
ee 
ae y 
f Yi 
PRG 
bs, 
| cea 
ihe 2. 
pe 
aie 
a. 
"3 
eos: 4 
Ae RS 
bx Ry 
ae 
ee 
Ra | 
es i 
ig. ; 
ay Loe ‘ | 
Be cc 
its es “, 
ete 
Nee. 
foe 
Poeh 
ig 3 
Aig 
abe 
se 
ra 
Beet 
bays y . v 
ee BEG sche rea Oe, Meo ie : : \ é pas: : 2 ; es ‘ sae b We : ; in ge Ge : : 4 “ 
i oe Ete Let ip ic, Rae cH Tay Poin op ee ‘ hs Cote ; Bch 7 om aa ey ets , aa = = 
ces Ue Re elie ae ene Pe A ey ES ES aie ES” aaa ak i ol ee er eae y. Geet ey See: ae oY SRR eg 5 - " =» 


We're knockin’ ’em dead at the Broadhurst § 


‘ 


The star: Shirley Booth. The theater: The Broadhurst, 
New York. The play: “The Desk Set,” William Mar- 
chant’s hit comedy, produced by Fryer and Carr. The 
setting: The research department of a radio-TV network. 


As the curtain rises on the third act, EMMARAC (Elec- 
tro Magnetic Memory and Research Arithmetical Cal- 
culator, installed to replace lady researchers) purrs and 
blinks briskly. 


EMMARAC’s keeper, Miss Warriner, enters and strokes 


the monster, saying, “Good girl, Emmy, good girl.” 
Then, our moment comes. 


Enter Efficiency Expert, followed by reporter and pho- 
tographer. 


Efficiency Expert: “Miss Warriner, these gentlemen wish 
to interview you about Emmy. They’re from—” 


—He might have said “National Geographic.” “Life” 


surely popped into the author’s mind, and other maga- 
zines as well. But, with that instinct for appropriateness 
that would have made the playwright a great space 
buyer, he has his Efficiency Expert say— 


“They're from Business Week.” 


Somebody must have told the author that Business Week 
reporters go more places . . . to cover more business sub- 
jects . . . to publish more about more business and in- 
dustry . . . than any other magazine in the world! 


As a matter of fact... A new Lloyd Hall Co. report shows that Business 
Week carries more editorial matter about business and industry than 
the three leading general-news weeklies combined ...and over twice 
as much as the next general-business magazine. Ask for details! 


In the scene from “The Desk Set,” above: 
Sterling Jensen (Business Week photogra- 
pher), Elizabeth Wilson (Miss Warriner), 
Byron Sanders (Efficiency Expert), Wayne 
Carson (Business Week reporter). 


BUSINESS WEEK 


YOU ADVERTISE IN BUSINESS WEEK 


WHEN YOU WANT TO INFLUENCE MANAGEMENT MEN 


McGraw-Hill—ABC 
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at what point promotion is unrealistic, but 
normally it should not exceed 2% of total 
tv costs. 

The problem of promoting programs on 
the third network or local syndicated film 
series is more complex. The advertiser 
must do more to attract attention and a 
larger expenditure should be devoted to 
promotion. Once the programs are discov- 
ered by the viewer, their popularity or lack 
of it is established. The advertiser can 


Tips for the Production Man... 


then cut back. 

By all means promote your expensive 
investment to protect it. But don’t be 
snowed by a promotion man. Go heavy in 
the beginning of the season, and then ease 
up. Use the network as much as possible. 
This costs you nothing. Be sure to charge 
the television budget for this support. And 
remember. . .a good show will get viewers. 
A bad show will get canceled, no matter 
how much publicity it gets. 


Imagineering in Format 


By Kenneth B. Butler 


(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, Ill.) 

There’s nothing quite so wearing as 
jaded taste buds. For the sake of his own 
state of mind, to say nothing of that of his 
audience, the production man needs to 
prod himself into something different. And 
in thic vast field, format design projects 
itself mightily. 

Two beautiful specimens have just come 
to my desk, both surprises which challenge 
a second look. 

The first is an R. R. Donnelley & Sons 
Co. masterpiece built around Lee’s Gen- 
eral Order Number Nine. This, of course, 
is Lee’s farewell message to his Army of 
Northern Virginia after the surrender at 
Appomattox. 


® The exterior format is large, 10%x15”, 
and quiet—-textured gray cover stock 
with deckle edge, with a simple black 
on white title pasted in place. In- 
side a faithfully reproduced copy of the 
order in Lee’s own handwriting, on lined 
paper, blue-gray, with tinges of age and 
even faithful to original fold marks. 

The surprise is the stitched-in message. 
It is tall and narrow, stitched within the 
French-fold cover, with cover extending. 
Black on white stock, the 5”x14” body 
section is arresting and challenging. De- 
spite the modern and imaginative features 
of the size, the message has been handled 
in a subdued, traditional manner. 


* * a 


The second piece, also a slim-jim, was 
engineered by Aaron Burns for the ed- 
ucational committee of the Type Directors 
Club of New York. The size is 4”x145%”, 
and commanded attention even before 
opening. Its long, thin bright orange wrap- 
per (mailed third class) lifted this mail- 
ing piece out of the run of the morning’s 
mail. 

The folder announces forthcoming pro- 
grams and exhibits being conducted by 
the club. The cover is a double French- 
fold affair; red, blue and black ink on 
beige stock. The body pages are printed 
in the same three colors on white stock. 
The body section is accordion folded, and 
instead of being stitched within the cover, 
the first and final flaps of the accordian 
fold are merely inserted beneath the 
French-fold flaps of the cover. 

The typography is a curious combina- 
tion of traditional and modern, but this is 
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SLIM-JIM FORMAT—Spread from program 
brochure of Type Directors Club of New 
York. The cover was an embroidery of 
type, ornaments, and woodcuts done al- 
most in montage style. We never thought 
of the montage as being applied to any- 
thing but pictures . . . but these folks 
have found a new dimension. 


only incidental to the success of the piece. 
We will merely say that it is the sort of 
thing you would expect from inspired 
typographers. The design should be cred- 
ited to Herb Lubalin, of Sudler & Hen- 
nessey Inc. 


* ca oe 


Thus it may be seen that there are op- 
portunities for departure in size, paper 
stock, method of binding, method of fold- 
ing, color combinations—or a combina- 
tion of these. 

Two publications that are always an in- 
spiration to me, along these lines, are 
Modern Packaging and Industrial Design. 
These publishers are constantly doing 
things that contain the germ of an idea 
which can be adapted to your project- 
of-the-moment. 

Even though others may write the copy 
or provide the illustrations, the production 
man usually can figure strongly in the 
design planning of any new promotion ef- 
fort. 


He Pioneered Institutional Marketing 


The recent death of Sherman J. Sexton, 
president of John Sexton & Co., deserves 
more than passing interest and comment, 
for Mr. Sexton can properly be regarded 
as a pioneer in the field of institutional 
marketing. 

John Sexton & Co. was founded by his 
father, and operated successfully for 
many years before Sherman took over as 


president. It operated as a wholesale 
grocer serving hotels and other institu- 
tional buyers, working primarily from its 
Chicago headquarters. Sherman Sexton 
developed it along national lines, with 
plants and warehouses located in strate- 
gic areas all over the country, and conse- 
quently was able to build a volume which 
at the time of his death had reached $40 


million a year. ' 

By intensive cultivation of institutional 
markets, including hotels, restaurants, 
hospitals, clubs and other types of mass 
feeding establishments, and by the devel- 
opment of package sizes and delivery 
services which added to the convenience 
of the mass buyer, the name of Sexton 
became synonymous with institutions, 
and vice versa. 


® In recent years Mr. Sexton had re- 
versed the process to the extent of de- 
veloping selective retail grocery distribu- 
tion, and had won considerable consumer 
prestige for the brands which he had 
made famous with institutional buyers. 
But this development did not result in 
any diminution of interest in the institu- 
tional field. 

One of the methods which Sherman 
Sexton employed successfully to build 
large-volume institutional sales was ad- 
vertising. At the time he became head of 
the business, a few wholesalers special- 
izing in the institutional field were active, 
but there had been little advertising of 
importance addressed specifically to this 
type of buyer. 


= Sherman Sexton began to buy the back 
covers of many magazines serving hotels, 
hospitals, restaurants and other groups of 
large volume buyers, and used four-color 
ads to register the name and quality of 
Sexton products. As a result of this kind 
of creative advertising, plus the expan- 
sion of a sales organization which estab- 
lished personal contact with every impor- 
tant buyer throughout the country, Sex- 
ton soon dominated the field, as far as 


On the Merchandising Front... 
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wholesale distributors were concerned. 

In addition to providing convenient 
wholesale stocks at various warehouse 
points for buyers of canned goods and 
other staples, Mr. Sexton developed many 
food specialties which the company man- 
ufactured and distributed under its own 
labels. The breadth of the line, as well 
as the quality and service offered, like- 
wise helped to build volume and accept- 
ance. 


® The success of John Sexton & Co. at- 
tracted the attention of many large food 
manufacturers, including some of the 
most successful national advertisers in 
the country. While they had enjoyed some 
institutional business formerly, they now 
set up separate sales departments to han- 
dle their business in this field, and en- 
couraged many wholesalers to specialize 
in selling institutions. As a result, some 
big companies are now doing a far larger 
volume of business with institutions than 
they had ever before thought possible, 
one company active in this market re- 
porting volume of over $50,000,000 a year. 

Some of the leaders who have been 
giving special attention to institutions 
through separate and well staffed sales 
and advertising departments are General 
Foods, Kraft Foods, General Mills, Kel- 
logg and others. The trend is growing, 
and it seems safe to say that the efforts 
of many more national companies will be 
directed toward the $15 billion annual 
food requirements of institutional buyers. 

As time goes on, the vision and plan- 
ning of Sherman Sexton in serving insti- 
tutional markets will be even more clearly 
recognized than it is today. 


Advertising’s Newest Roadblock— 
the Check-Out Gate 


By E. B. Weiss 

With drug chains, variety chains, var- 
ious types of hard-goods chains, various 
departments in department stores, and 
independently-owned stores of innumer- 
able types all installing check-out gates, 
embraced and which 
many other stores are 
now turning to, al- 
though it was pio- 
neered by Ohrbach’s) 
are erecting barricades 
advertising has a new 
worry. 

Yes—the check-out 
gate (and its close 
counterpart, the cash- 
wrap desk which Sears 
right across the sales-productivity of the 
advertising budget. 

Advertising and marketing men worry 
themselves into a thrombosis over brand 
volume that is lost through retail “out- 
of-stock” conditions. But now it is be- 
coming evident that, if anything, more 
volume on branded merchandise is lost 
as a result of long queues at the check-out 
than from out-of-stock or even from un- 
der-stocks. (Branded merchandise is em- 
phasized because the check-out gate 
never would have come into existence 
if it had not been for branded merchan- 
dise which made self-service feasible.) 

Of course, the common assumption is 
that the check-out gate is the answer to 
the shopper’s prayer—and to the retailer’s 
prayer, too. Well, the latter may be happy 
(so long as he remains ignorant of the 
sales-destructiveness of the check-out); 
but the shopper is not only unhappy about 
most check-out facilities but is becoming 
increasingly vociferous’ in making the 
point. 

What’s wrong with the check-out? Just 
one little thing: It simply can’t take care 


E. B. Weiss 


of peak traffic. That’s all! 

And the whole blame thing could be 
shrugged off with that simple observation, 
if it weren’t unfortunately true that from 
50 to 80% of total retail, on practically 
all advertised brands, in practically all 
merchandise categories, is done each week 
in from 7 to 10 retail peak hours! 

At a recent packaging conference, sev- 
eral variety chain leaders—and other re- 
tailers also—asked manufacturers to 
devote still further thought to the design- 
ing of packages that would hasten the 
shopper’s buying decision. But time saved 
by the shopper at the spigot is being 
wasted at the bung! And, consequently, 
maybe manufacturing executives might 
very well complain to chain-store and oth- 
er retail executives about the check-out 
facility. Turnabout is still fair play! 


s Everybody knows that the modern 
shopper wants to shop faster—ever faster. 
And everybody also knows—or should 
know—that there is a mounting cost to 
the shopper for much shopping; that cost 
being represented by the baby sitter. And 
everybody knows that the requirement 
for faster shopping is not due merely to 
whim or simple preference—a score and 
more modern-day factors (including hus- 
band and wife both working) make fast 
shopping compulsory. 

These same conditions also compel the 
shopper to do more shopping during just 
a few hours of the day. And that tendency 
for shopping to concentrate, time-wise 
as well as day-wise, will become still 
more pronounced. It is pertinent to note 
that the food super, successful in almost 
every other endeavor, has proved utterly 
unable to stimulate volume on Monday- 
Tuesday-Wednesday and has also proved 
utterly unable to stem the trend toward 
nocturnal shopping; at least 25% of total 
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food volume is now being done at night. 

The consequence is that the shopper— 
all the time she and he are in the store 
during those peak hour periods—keeps 
one eye on the length of the line at the 
check-out point, which, of course, leaves 
only one eye for shelf examination. That’s 
hard not only on the eyes; not only on the 
shopper’s nerves; but also on total volume 
done at retail. 

Shoppers have become pretty expert 
at figuring the length of time involved in 
the length of line at the check-out (al- 
though they know, too, that the time fac- 
tor will invariably be longer than they 
estimated because some shopper wants 
to cash a check, or cash a coupon, or has 
“bought out the store’). And, in some 
instances, shoppers figure that they must 
slice just about in half the total time 
available per peak-hour shopping trip in 
order to allow for cooling their dollars 
as well as their heels at the check-out. 

With regular in-the-aisle shopping time 
too short to complete all of the buying 
that so many shoppers have the where- 
withal to do, to have that time drastically 
cut into by anticipated, as well as actual 
delays at the check-out, clearly plays hob 
as well as nob with retail volume on 
branded merchandise. 


® And the situation is worsening as the 
variety of merchandise handled at the 
check-out increases in number, size, etc. 
It was comparatively simple to train a 
girl and a wrapper to hit high speed when 
just a few food products were involved. 
But now the food super is checking off 
everything but cabin cruisers at the 
check-out facility—and cruisers may be 
next. The drug chain and the variety 
chain check out a conglomeration of mer- 
chandise that not only staggers the imag- 
ination. It also staggers the check-out 
personnel practically into immobility. 

The simple truth of the matter is that 
the check-out counter in particular was 
never designed to cope either with the 
flood of custorners that now rush it during 
peak hours—or with the flood of mer- 
chandise categories now lugged up to its 
maw. It’s a horse-and-buggy contraption 
in a jet shopping age. And that’s a pretty 
unhappy situation. 

It’s especially unhappy for the shopper. 
And what makes the shopper unhappy 
surely makes the retailer and the man- 
ufacturer unhappy. Especially the man- 
ufacturer of nationally-advertised brand- 
ed merchandise. 

Moreover, this is a situation that will 
not be helped by allowances. There is 
no solution, except the application of bril- 
liant new thinking to the check-out facil- 
ity. 

That is, there is no grand solution, other 
than a truly scientific attack on the check- 
out counter. (And it might be added that 
in the modern electronic sciences, with 
the availability of electronic devices for 
sensing and reading and recording the 
printed word, plus modern electronic tab- 
ulation, the grand solution unquestion- 


Pictures Can 


By U. E. Baughman 
Chief, U.S. Secret Service 

Treasury Department 
Advertising Age is glad to cooperate 
with the U.S. Secret Service in publish- 
ing this analysis of the laws governing 
photographs and other illustrations of 
paper money, stamps and other obliga- 

tions and securities of the U.S. 


Recently the United States Secret Serv- 
ice, Treasury Department, seized nega- 
tives or plates, or both, used by certain 
newspapers and magazines to print il- 


ably is coming closer; ever closer. Com- 
panies like National Cash Register, 
International Business Machines, etc., are 
experimenting to this end, and it is not 
impossible that within so short a period 
as a year or two every present-day check- 
out piece of equipment will become total- 
ly obsolete.) 


® However, exceedingly mincing steps 
may be taken in the meantime by manu- 
facturers—and since these mincing steps 
will help expedite buying decisions at the 
shelf even more than they will help cut 
the queue at the check-out point, they 
may warrant consideration by manu- 
facturers in various fields. Let’s tick 
them off quickly: 

1. A broad variety of merchandise now 
going through check-out facilities, which 
means they are being bought by self- 
service or self-selection, are still not pre- 
packed. That hurts volume at the shelf; 
delays completion of the transaction at 
check-out. 

2. Pre-price-marking is still to be done 
on a wide range of merchandise that goes 
through check-out counters. The price 
marking of the retailer not only involves 
that worthy in a considerable expense— 
really quite a fabulous cost is involved 
here—but the legibility of much of this 
“home-made” price marking is hardly 
of the best. That, too, hurts volume both 
at the shelf and at the check-out. 

3. Packages that do not clearly identify 
the merchandise—and packages that do 
not provide proper spots for price mark- 
ing where pre-price-marking may not be 
feasible—also create sales blocks at both 
points. (Some package designers, in their 
efforts to be original, have created pack- 
ages which confuse the checker because 
there is no relationship to traditional 
packaging for that sort of item.) 

4. Packages that do not stack easily 
into shopping carts, or on the check-out 
counter (not to mention on the shelf) 
cause a whale of a lot of lost time; lost 
sales, too. 

5. Sales units may properly be re-eval- 
uated with one eye cocked in this direc- 
tion—some of the super-giant packages 
recently put on the market are headaches 
to almost everyone. 

oe te as 

However, stepping up the basic solution 
to the problem is really the retailer’s 
baby. In this connection, it is significant 
to note that when the banking fraternity 
wanted to progress in the electronic solu- 
tion to certain banking problems (includ- 
ing long queues in front of teller win- 
dows) it got together; appointed a 
committee; that committee drew up a list 
of the electronic requirements of banking 
—and then this was duly presented to the 
equipment manufacturers. That was all of 
some three years ago, and already bank- 
ing is being revolutionized by new elec- 
tronic devices. 

Why don’t our major retailers get to- 
gether and appoint a Check-out Electronic 
Study Committee? 


Violate Laws 


lustrations in the likeness of postage 
stamps or paper money. As in all such 
cases, the action was taken with the 
approval of the United States attorneys 
having jurisdiction. 

Obviously the publishers of newspapers 
and magazines do not publish such il- 
lustrations with any intent to defraud— 
but under the law no such intent is re- 
quired as an element of the offense. 
Title 18, United States Code, Section 474, 
makes it unlawful to make any engraving, 
photograph, print, or impression in the 
likeness of any obligation or security of 


the United States, or any part of such 
an obligation or security. 


= Title 18, U.S. Code, Section 8, defines 
an “obligation or security of the United 
States” to include “all bonds, certificates 
of indebtedness, national bank currency, 
Federal Reserve notes, Federal Reserve 
bank notes, coupons, United States notes, 
Treasury notes, gold certificates, silver 
certificates, fractional notes, certificates of 
deposit, bills, checks, or drafts for money, 
drawn by or upon authorized officers 
of the United States, stamps and other 
representatives of value, of whatever 
denomination, issued under any Act of 
Congress, and canceled United States 
stamps.” 

Under Section 474 an artist’s drawing 
or sketch which may be said to be “in 
the likeness of” paper money, or any 
part thereof, is unlawful. 

Another federal statute, Title 18, U.S. 
Code, Section 475, prohibits the engrav- 
ing, printing, making, distribution or use 
of any business or professional card, 
notice, placard, circular, handbill, or ad- 
vertisement in the likeness or similitude 
of any obligation or security of the United 
States issued under or authorized by any 
Act of Congress. This statute also makes 
it unlawful to write, print, or otherwise 
impress upon or attach to any such in- 
strument, obligation, or security, or any 
coin of the United States, any business 
or professional card, notice, or advertise- 
ment, or any notice or advertisement 
whatever. 


s There is no federal law which prohibits 
publication of illustrations of coins. How- 
ever, Title 18, U.S. Code, Section 489, 
proscribes the making of any token, disk, 
or device “in the likeness or similitude 
as to design, color, or the inscription 
thereon of any of the coins of the United 
States or of any foreign country issued 
as money...” 

With respect to postage stamps there 
is another federal law, Title 18, U.S. 
Code, Section 504, which permits publica- 
tion of stamp illustrations under certain 
conditions. Illustrations of foreign postage 
stamps may be published, in black and 
white only, and only for philatelic pur- 
poses, without size restrictions. By reg- 
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ulation of the Secretary of the Treasury, 
illustrations of United States postage 
stamps may be published for philatelic 
purposes—repeat, FOR PHILATELIC 
PURPOSES—in black and white only, 
and of a size less than three-fourths or 
more than one and one-half times the 
size of the original stamps. 

Illustrations of currency and stamps in 
color are not permitted, except that spe- 
cial authority has been granted to some 
philatelists to make color slides of stamps 
for philatelic purposes, with the provi- 
sion that no opaque reproductions will 
be printed and that the slides will not 
be rented or sold. Also, the Attorney 
General of the United States has given 
an opinion that restrictions on postage 
stamp illustrations did not apply to de- 
monetized stamps of foreign governments 
—that is, stamps issued by governments 
no longer in existence, or foreign stamps 
which are not valid as postage in the 
country of origin. Such demonetized for- 
eign stamps may be illustrated without 
restriction as to size or color, but the 
Treasury Department holds that the bur- 
den of proof as to the demonetized status 
of the stamps so illustrated is upon the 
publisher. 


= Under regulations of the Secretary of 
the Treasury (31 CFR 405) illustrations 
of U.S. savings bonds and savings stamps 
may be made for publicity ‘purposes if 
the illustrations are used as a part of the 
campaign to promoie the sale of bonds 
and stamps, but the stamp illustrations 
must be less than three-fourths or more 
than one and one-half times the size of 
the original stamps. The making of any 
reproduction of a savings bond or sav- 
ings stamp in any other manner is pro- 
hibited. 

When illustrations or reproductions in 
the likeness of paper money, stamps, or 
other obligations of the United States are 
brought to the attention of the Secret 
Service, they are discussed with the 
United States Attorney in the judicial 
district concerned. Although it is not 
probable that criminal prosecution will 
be brought against first offenders who 
have unwittingly violated the law, most 
United States Attorneys request the Se- 
cret Service to seize printing plates, neg- 


Just Looking... 


GUADALAJARA. I guess there will 
always be an adman, as The New 
Yorker is fond of saying. Yesterday 
this one viewed Guadalajara’s collec- 
tion of huge religious paintings attrib- 
uted—rather optimistically, it would 
seem—to Murillo, and was impressed 
chiefly by the use of comic strip “bal- 
loons” in one of them. 

Murillo, it was clear, had a good deal 
to learn in this department of the arts. 
His “balloons,” for instance, curved 
back over the heads of his characters, 
and soon the lettering was upside down 
and very hard to read, especially if one 
did not know Latin. 


® As in other things, mankind has had 
to grope its way slowly through the 
centuries from Murillo to Al Capp. 

And this brings me around to a 
question: What has happened to the 
“balloon” in advertising? 

A couple of decades ago half the ad- 
vertisements in any magazine you hap- 
pened to pick up were in the form of 
continuity strips, or at least contained 
a “balloon” or two. 

Then the idea gradually got around 
that “balloons” were pretty crude, and 


By Walter O’Meara 


now they have all but disappeared. I 
attribute this eclipse, however, less to 
an improvement in the taste of copy- 
writers than in a softening of their sell- 
ing instincts. 


@ In the days when hard sell was 
really hard, we turned instinctively to 
this ancient device—a mode of expres- 
sion almost as old as the alphabet. 

Why? Because nothing except motion 
itself can impart such aliveness to 
words and pictures as the continuity 
strip technique. 

For this reason, half the reading of 
our time, perhaps, is done in continuity 
strip form. Only the impregnable New 
York Times dares to be without a com- 
ic page. The “strip” and the “balloon” 
have never been more popular, more 
dominant in our public prints. 


® All of which makes it harder to un- 
derstand their almost complete disap- 
pearance from advertising. Will they 
ever come back? I have no doubt they 
will. I think I can even tell you exact- 
ly when: when—as in the nature of all 
things it must—the going gets really 
tough again. 
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atives, and stocks on hand of printed ma- 
terial which, in their opinion, constitute 
a violation of the federal laws. More 
drastic action may be taken, of course, 
if an offense is repeated after warnings 
have been given, or if for other reasons a 
United States Attorney feels that such ac- 
tion is warranted. 


@ The U. S. Secret Service makes every 
effort to be as cooperative as possible 
with publishers and advertisers. At the 
same time it has an important law-en- 


forcement duty to perform. For more 
than 90 years the Secret Service has been 
responsible for the suppression of count- 
erfeiting in the United States, and it is 
anxious to give publishers and commer- 
cial advertisers a better understanding of 
some of the difficulties it faces in exer- 
cising this function in order that they, in 
turn, may cooperate with the Secret Serv- 
ice toward a fair and efficient program 
of continued protection of the currency 
and other obligations and securities of 
the nation. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

A friendly reader of this column recent- 
ly asked me why I showed more weak or 
sadly imperfect ads here than good ones. 
Anyone who criticizes ads in a public 
place, I hope does a little soul-searching 
now and again. After I had pointed out 
great weaknesses in one ad, an Ohio bank- 
er wrote the editor to say I was ruining 
the careers of young admen and women 
by criticizing their work. 

That’s rather a serious charge. 

Let’s think about both these matters, 
treating the two together as we go along. 


® Advertising isn’t a profession. At best 
it’s a semi-profession. It involves an art 
based on a semi-science of persuasion. It’s 
that at most. And I think, at least. In my 
view, any work (even not in a profession) 
should be done professionally. 

The moment one practices any art or 
any part of a profession at the risk of oth- 
er people’s money (or lives) he has a 
“profession” to learn and a duty to fulfill. 
The study and creation of advertising 
should be taken seriously. 

When a doctor is learning how to make 
and keep people well, he learns more by 
diagnosis of morbid conditions, processes, 
and results than he does from simple con- 
templation of health. 

It has been my experience that advertis- 
ing men and women tend to eschew most 
positive advertising rules. Words they are 
familiar with they think they comprehend 
and understand. So they ignore them. 


® Take so simple a precept as this: The 
people love themselves. 

The average adman or woman scoffs at 
that as instruction, saying: “I have al- 
ways known that.” And then immediately 
sits down and writes an ad that proves he 
doesn’t understand self-interest and the 
preoccupation of people with self at all. 

But, on the other hand, if you show how 
widely an ad misses the mark of self-ap- 
peal to the reader, and the point is made 
clear, the positive begins to take on sig- 
nificance and to become, not merely a 
phrase, but a signpost. 

The young doctor studies pathology to 
know how to treat illness. 

The ad person should be able, through 
studying bad exampies, to know how to 
correct, and make healthful, his own work. 
The unstudied creation of advertising re- 
sults, generally, in ads that need to be 
made strong. 


a Now as for ruining youngsters’ careers. 
There are two kinds of ad people of what- 
ever ages. One kind already knows it all. 
Reads little open-mindedly. Checks what 
is read to see whether it is consistent with 
the crystallized, fixed, and final opinions 
of the reader. If it isn’t, rejects it. 

The second kind knows that learning 
should be a perpetual process, reads and 
studies much, remains open minded and 
objective, and grows. 

The first kind never acquires 10 or 20 
years’ experience, but rather, has one 
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year’s experience repeated 10 or 20 times. 

The second kind learns more each year, 
and becomes as nearly master of the es- 
tablished and growing body of advertising 
truth as his capacities permit. 


® If I criticize the ad of a young person of 
the first type, no doubt he feels an injus- 
tice has been done, because obviously his 
ad is right and since I have criticized it, I 
have been unfair and have hurt him. 

If I criticize the ad of a young person of 
the second type, he will likely go to his 
boss and say: “Look. I believe this makes 
sense, don’t you? I believe I’ve learned 
something, and won’t make this particular 
mistake again.” Or he goes to his boss and 
earnestly analyzes, and perhaps defends, 
what he has done. 

In the case of the first type—the non- 
academic know-it-all, his career is hurt 
by himself more than I can ever hurt it. In 
the second case, in either instance, I be- 
lieve I am helping the person. 

However, to emphasize the fact that I 
am not concerned with who creates an ad, 
but only with the points to be made in this 
column, I have for some time been elim- 
inating obvious signatures on ads that are 
severely criticized. This will still “ruin” 
already stunted careers, no doubt. But it 
will better reflect the sweetness of my dis- 
position as a critic. 


® The ad above is the second I saw which 
Says at the bottom: “4 Convenient Loop 
Locations. ..See telephone book for ad- 
dresses.” I thought the first was an error. 
The repeat suggests it is done by design. 
The addresses could easily be shown in the 
space available. Is this a new height of 
indifference, or economy in type-setting, 
or what? It certainly isn’t designed to sell 
all possible people on responding. 


Salesense in Advertising... 


Advertising Age, April 2, 1956 


Concerning the Wisdom of 
Learning ‘a Little More’ 


By James D. Woolf 
Advertising Consultant 


Not long ago, at a luncheon in New 
York City, I overheard an agency man, 
whom I shall call Mr. D, make an aston- 
ishing confession. No, that’s wrong. He 
wasn’t confessing; he was boasting, or 
so it appeared to me. 

What he said in sub- ra 
stance was this: “I 2 
haven’t read a book on F 
advertising or market- 
ing for at least 20 
years. In fact, I don’t 
subscribe to any of the 
trade publications in 
the advertising field, 
and I never listen to a 
business speech if I 
can possibly avoid it. I’ve been in the 
agency business for 25 years, and I figure 
there isn’t much I can read that I haven’t 
already learned the hard way. Besides, 
at five o’clock my day is done.” 

As I listened to Mr. D I was reminded 
of the story about Franklin Roosevelt’s 
visit with Oliver Wendell Holmes on the 
occasion of his 93rd birthday. As you 
know, Mr. Holmes had been a famous 
chief justice of the U.S. Supreme Court. 
Mr. Holmes held a big book in his hand 
as he greeted the President. 

“What is that you are reading, Justice 


James D. Woolf 


Employe Communications... 


Holmes?,” asked the President. 

Well, it turned out that he was reading 
a huge volume on the law. The President 
expressed his amazement. After all, the 
retired Holmes was 93. 

“You see, Mr. President,” explained 
the brilliant jurist, “I am trying to learn 
a little more about the law.” 


® The advertising business is in urgent 
need of more persons with the Holmes 
point of view. In it is a host of practition- 
ers who stopped learning “a little more” 
years ago. Mr. D’s distaste for books and 
other “postgraduate material” is not in 
the least unusual. I am personally ac- 
quainted with a considerable number of 
individuals, both beginners and veterans, 
who work at their trade strictly from 
nine to five. They respond with horror to 
any suggestions having to do with after- 
hours study and meditation. 

Fortunately, there are also in our busi- 
ness scholarly men who have never quit 
learning. Although they haven’t had time 
to write many books, they share their 
experience and knowledge generously in 
their frequent addresses at club and as- 
sociation meetings. I listen to, or read, 
what they have to say with the greatest 
interest and respect, and thereby I profit 
enormously. Mr. D, who at 50 is only 
moderately successful, might with profit 
do likewise. 


Getting Stockholders into the Family 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


There is a chilly and somewhat unreal- 
istic sentiment among some corporations 
that the only concern of their stockhold- 
ers is appreciation of the stock and the 
size and frequency of the dividends. They 
take the view that there is little sense and 
no profit in welcoming the new stockhold- 
er into the corporate family, since by noon 
tomorrow he may have decided to leave 
the corporate hearth. 

Now this is not designed to be a prospec- 
tus for the sale of a company’s stock, or 
whatever it is the law says it shouldn’t be. 
But when one buys stock in the Minnesota 
Mining & Mfg. Co., one has that quick, 
delightful feeling of assimilation. The new 
stockholder gets the notion that his in- 
vestment is appreciated, but that he him- 
self is wanted. 


= Scarcely is the order for 3M stock 
placed before the new stockholder re- 
ceives a tremendously friendly letter of 
welcome from the president, H. P. Buetow. 
The president advises the new stockholder 
that a gift package of the company’s 
products is on the way to him. Perhaps 
the new stockholder would like to read 
the company history—if so, let him fill 
out the business reply card, and a copy 
of “Brand of the Tartan” will be mailed 
to him. 

The gift package of Scotch tape, reflec- 
tive sheeting, ribbon and abrasives ar- 
rives promptly. Before it is put to prac- 
tical use, it may be displayed a dozen 
times to friends. The gift book, a 


gay-jacketed volume written enchant- 
ingly by Virginia Huck (Appleton-Cen- 
tury-Crofts; $3.50) turns out to be the 
liveliest and most readable company his- 
tory produced in this country in years. 

The new stockholder has scarcely re- 
covered from these evidences of fraternal 
feeling when the annual report comes 
along; a handsome, factual and encourag- 
ing document giving the new stockholder 
reason to believe that he has invested not 
only in a friendly company, but in a pro- 
foundly promising one. 


= The stock market is well populated 
with those who seek only the quick rise 
and the sudden escape. There are count- 
less others, however, who make their se- 
lections carefully and cautiously; these 
are interested in the long haul rather 
than the short. Their curiosity about their 
investments reaches far beyond the sta- 
tistics on the board in the broker’s office. 
They want to know about the company’s 
products and plants and programs and 
policies. They want to know about the 
company’s people—not only those at the 
executive level, but the company’s people 
in the mill and factory and office. 

The cold or inadequate welcome into a 
corporate family is often as disillusioning 
as the cold handshake. If it takes a cor- 
poration weeks to acknowledge the initia- 
tion of a new member, the chill is in the 
air. The food must be warmed over, and 
it never tastes quite the same. That’s a 
stockholder reaction. 

So thanks for the welcome, Mr. Bue- 
tow, and thanks for that useful box of 
products, the wonderful book and the 
heartening annual report. You made us 
feel members of the family quickly and 
sincerely, and we’re glad we joined. 
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CHRIS S. HERCHELROTH, formerly as- 
sistant sales promotion manager 
of Frankfort Distillers Co., has 
joined Dant Distillers Co. as brand 
advertising and promotion man- 
ager. He will handle Old Quaker, 
Belmont, Green River, Three 


brands. Irwin Schwartz will con- 
tinue to handle Dant name brands. | 


21 Suppliers of 


Variety Stores Get 
Packaging Awards — 


New York, March 27—Gold and | 
silver awards for packaging | 
achievement were presented at a/| 
dinner here to 21 variety sere | 
suppliers in the 20th annual com- | 
petition sponsored by Variety Store 
Merchandiser. Gold award winners | 
were: 

Cosmetic & toilet goods: An-- 
drew Jergens Co., Cincinnati, for 
its Jergens lotion “tear drop”. 
package designed by Donald Des- | 
key Associates, New York. 

Toys & games: Kusan Inc., 
Nashville, for its Kocomotive Ltd. 
package designed by William Neal 
of Bradley & Gilbert Co., Louis- 
ville. 

Household & housewares: Gem 
Inc., Byhalia, Miss., for its Gem 
nylon dust mop package designed | 
and boxed by Bruce Carton Co.,| 
Memphis. | 
= Hardware, paint & electric: 
Wiring device department, Gen-| 
eral Electric Co., Providence, R. I., 
for its ironing cord holder package | 
designed by Connie Kiwan and} 
Calvin Nickerson of the wiring | 
device department. 

Notions & related lines: Hand-_ 
craft Mfg. Co., New York, for its 
men’s handkerchiefs in lapel suit) 
box package designed by Joseph | 
Gindi and Joseph Mizrahi, part- 
ners, Handcraft. 

Stationery: Assemblix Inc. di-| 
vision of Dorothy Flicek Indus- | 
tries Inc., Chicago, for its Glitter | 
bubble card designed by Leo J.| 
Kelly Jr., free Tinee artist of 
Chicago. ‘ 

Seasonal goods: Spangler Candy | 
Co., Bryan, O., for its Six-Pak 5¢| 
A-Z Canes package designed by | 
Robert Sydney Dickens Associates, | 
Chicago. 


‘Film Festivals’ Adds Three _ 

Three more sponsors have signed 
for ABC-TV’s “Film Festivals.” | 
Pearson Pharmacal Co., Long Is- | 
land City (Donahue & Coe), bought 
one participation a week on the 
“Famous Film Festival.” Carter 
Products, New York, has bought 
participations on the movies for 
Carter’s little liver pills (Ted Bates 
& Co.) and for Arrid (Sullivan, 
Stauffer, Colwell & Bayles). Bel- 
tone Hearing Aid Co., Chicago 
(Olian & Bronner), signed for two | 
afternoon participations. 


Kelso Norman Adds One 


| Stanley Tools Offers Retailers 
Merchandising Program 
| Stanley Tools, New Britain, | 
Conn., has started a merchandising | 
program providing a plan for| 
hardware retailers to organize and 
maintain complete hand tool de- 
partments. Aim of the program is 
to increase impulse sales of all 
hand tools and build traffic to help» 
;sell other merchandise. 
“Profitool,” as the service is 
called, includes a basic stock guide, 
helps for displaying stock, and how 
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|Red Owl Stores Elects Grife 

Glenn R. Grife has been elected | 
president of Red Owl Stores, Hop- | 
kins, Minn., succeeding Ford Bell, | 
|'who has been named to the new | 
positions of chairman of the board | 
land chief executive officer. Mr. | 


Bell had been president and gen-— 


ROEBUCK AND CO. 


Kelso Norman Advertising, San | 
Francisco, has been appointed to 
develop and direct advertising for | 
Best Fertilizers Co., garden and 
lawn division, San Francisco. The 
campaign being planned will use | 
newspapers, radio and tv. 


. |eral manager of the upper mid-| 
Feathers and other popular-price | octern retell S608 choise gina | 


1936; Mr. Grife 
since 1937. 
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How DYNAMIC DAVENPORT cows: 


— that’s why they built their new $3 mil- 
lion retail store .. . in DAVENPORT! 


FOR THE NINTH CONSECUTIVE 

YEAR—FIRST IN LINEAGE IN 

ALL IOWA AND FIRST IN THE 
QUAD.-CITIES! 


Represented by Jann & Kelley 


CIRCULATING DAVENPORT, IOWA, ROCK 
ISLAND, MOLINE AND EAST MOLINE, ILL. 


G. U. S. PAT. OFF 


RLON and DACRON are trademarks, too 


REG U.S. PAT. OFF 


As this rose distinguishes Carmen, our trademarks dis- 
tinguish the unique qualities and characteristics of our 
two modern-living fibers. “Orlon” distinguishes our acrylic 
fiber; “Dacron”, our polyester fiber. 

As we use and protect these trademarks, they become 
more meaningful and valuable to both consumers and to 
the trade, 

Because we know you share our belief in the value of 
trademarks, here is how to use ours correctly in your 
advertising and promotional material. 

Distinguish ‘‘Orlon’’ and ‘‘Dacron’’—Capitalize and 
use quotes or italics or otherwise distinguish by color, 
lettering, art work, etc. 

Describe them—Use the phrase “Or/on” acrylic fiber or 
“Dacron” polyester fiber at least once in any text. 


Designate them—In a footnote or otherwise, as‘ ‘Orlon’ 


—Du Pont’s trademark for its acrylic fiber,” and 
“*Dacron’—Du Pont’s trademark for its polyester fiber.” 

For handy folders on proper use of the trademarks 
“Orlon” and “Dacron”, or an entertaining slide film that 
covers trademarks in general and the use of “Orlon” and 
“Dacron”, write Textile Fibers Department, Section T-3, 
E. 1. du Pont de Nemours & Co. (Inc.), Wilmington 98, Del. 


TEXTILE FIBERS DEPARTMENT 


REG. U.S. PaT. OFF 


THINGS FOR BETTER 
-»»-THROUGH CHEMISTRY 


BETTER LIVING 


Fors 
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Hotpoint Stresses 
Outdoor Ads with 
Humorous Approach 


Cuicaco, March 28—Hotpoint 
Co., a division of General Electric 
Co., has put into effect a new pol- 
icy on outdoor advertising. In the 
new poster treatment, Hotpoint 
hopes to realize potentials from 
.|the medium, which it feels it has 
re) , , . |not sufficiently exploited in the 

ne of our long-time favorites is | past 
the “Devil’s Dictionary” of Ambrose | Previously, the company’s policy 
Bierce. Samples—Barometer: an in-|on outdoor has been merely to 
genious instrument which indicates | make poster designs available to 
what kind of weather we are having. |dealers on a cooperative basis. 

| Usually the distributor was given 
a choice of poster designs and a 
choice of months. From now on 
the program will involve specific 
designs, specific months and a spe- 
cific number of poster showings. 

The new campaign for refriger- 
ators, ranges, dishwashers, washers 
and dryers—by far the largest 
ever sponsored by Hotpoint—is 
scheduled for about 300 markets 
through the summer and _ fall 
months. 

Basically, what the new Hot- 
point outdoor campaign means is 
simply that this medium has been 
coordinated with the company’s 
local level promotions for the first 
time. 


JOHN BURGOYNE 


Cynic: A blackguard who sees things 
as they are, not as they ought to be. | 
Egotict: A pecemn of low taste, more coordinated in appeal with both 
interested in himself than me. Imag- | national and other local advertis- 
ination: A warehouse of facts, with ing but the outdoor medium for 


® Not only are the outdoor designs 


| WASHES ANYTHING!* 


Hotpoint 


automatic dryer 


the potentials and the distributors’ 


that in Atlanta people employ) 
laundresses to do the home wash. | 


quotas. | 
As an example: It was found) 


automatic washer 


DRIES ANYTHING!” 


* Well, almost . . . 


LIGHT TOUCH—Hotpoint Co. is emphasizing outdoor advertising this 

year for the first time, coordinated with local promotion in news- 

papers. These two posters show the company’s new style outdoor 
copy. Maxon Inc. is the agency. 


UHFs Organize to 
Push ‘Competitive 


poet and liar in joint ownership. 


|the first time has been assigned 


TV Broadcasting’ 


The laundresses hang the wash on | 


x**re = responsibility of carrying a 
Regie bulter is 0 good, stand pot | eases share of the promotional 
item which has withstood the test of | The program has two special 
time as long as any of the supple- | features on which Hotpoint is rely- 
mentary spreads for bread. But its ing to help make it popular. 
popularity tends to have ups and| For the first time, there is a 
downs, and not much is sold in the _ breaking away from the traditional 
low spot of the sales curve. A food | home appliance poster. Instead of 
packer, feeling that an upturn was in crowding the poster area with long 
the offing, signed Burgoyne to make | ©°PY and excessive product illus- 
panel tests in Sprin gfield, Phoenix | trations, the new posters use hu- 


5 4 : |man interest cartoon copy. Subject 
and Louisville He first designed a| atter is light and humorous. 


package that looked as if it could There is plenty of white space. 
have come direct from grandma's best | Verbiage has been sharpened and 
shelf, and filled it with a sturdy, hon- kept at a minimum. 

est product. The Burgoyne crew gave | Also, newspaper advertising will 
it a thorough check, reported that | be run simultaneously to support 
sales and inventories were in fine | the outdoor showings. 

shape and that the packer’s guess 

about the possible marketing up curve |" The company’s agency, Maxon 


the clothes line. As a result there 
is little demand for dryers. 

Consequently, during the month 
when Hotpoint’s national adver- 
tising will feature both washers 
and dryers, the poster campaign 
in Atlanta will concentrate on 
washers only. 

Charles Jones, Maxon’s account 
executive for Hotpoint, believes 
that the new, carefully planned 
outdoor campaign, coordinated 
with newspaper, magazine and 
television advertising, and assured 
of dealer support, will be a major 
factor in helping to increase Hot- 
point’s sales this year. 
‘Pincetich to Matson Steamship 

Matson Steamship Co., San 
|Francisco, has appointed John 
Pincetich, formerly with the Hon- 


olulu Star Bulletin and Hawaiian | 


|TV, Norfolk, Va., 


WASHINGTON, March 27—The 
| various groups and individual sta- 
tion operators that have been try- 
ing to fight uhf’s battle alone have 
now teamed up for a concerted 
effort. 

The new group, which claims to 
represent nearly all the high band 
stations in the U. S., calls itself 
the Committee for Competitive 
Television. It is headed by John G. 
Johnson of WTOB-TV, Winston- 
Salem, N. C. 

Working with him are John W. 
English, WNAO-TV, Raleigh, N. 
C.; Thomas P. Chisman, WVEC- 
and Philip 
Merryman, WICC-TV, Bridge- 
port, Conn. 


® They hope to stir up enough pub- 
lic interest, and perhaps more im- 


was right on the button. If you want 
to be sure, check with Burgoyne, 
the fact-findin’est man anywhere. 

ee & 2 


To the man wedded to the safety | 


razor, the quality of the blade he uses 
to scrape his jowls every day is a 


Inc., in preparing the campaign, 
/made a detailed study of 300 
/markets to classify local customs, 
jmactont potentials and climatic in- 
| fluences. Then a so-called tailor- 
made outdoor program was drawn 
up for each market, with recom- 
|}mended expenditures related to 


portantly, enough interest among 
congressmen, to get the FCC to do 
something about uhf “before the 
competitive system of television 
broadcasting is severely prejudiced 
or forever destroyed.” They will 
“urge that the FCC complete its 
| present rule-making procedure be- 


Pineapple Co., manager of its pub- | 
lic relations department in Hon-| 
olulu. At the same time, Charles 
E. Regal, previously with the 
Seattle Post Intelligencer, was 
named assistant public relations 
manager in San Francisco. 


mighty important thing, and some- | 
times thé customer is disappointed. 

A manufacturer who felt its need and | 
had the means to produce a genuinely 

superior product was doubtful about 

its sales possibilities because of the 

welter of claims and counter-claims 

already cluttering the market. He 

contracted with Burgoyne to run 

panel tests in Dayton, Columbus, Ta- 

coma and Toledo on the new product. 

It got off to a slow start because of 

the crowded field, but Burgoyne’s 

monthly audits showed a steady in- 

crease in demand as word got around 

among the customers. The new 

whisker-remover is already paying 

its way, and its future is bright. 


x * rk 


The Burgeyne organization is | 
right, ready and willing to get to 
work on your marketing problems. 
It only costs 3¢ for a sample of Uncle 
Sam’s best engraving to find out what 
can be done for you. Be a spendthrift 
today and squander a postage stamp. | 


4 


CHICAGO 11 
22 East Illinois Street 


LOS ANGELES 15 
928 South Figueroa Street 


WASHINGTON 1, D.C. 


non-smearl 


fore June 1.” 

Mr. Johnson has opened an of- 
fice at 1735 De Sales St., N. W. An 
executive secretary will be named 
| soon. Phil Dean Associates will di- 
‘rect public relations activity for 
|the committee. 


American Aviation Elects; 
Plans Move in April 

Wayne W. Parrish, founder and 
‘publisher of American Aviation 
Publications, Washington, has been 
reelected president and elected to 
the additional post of treasurer of 
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ployees Insurance Co.’s recently 
acquired Operations Bldg. in 
Washington and plans to move 
from its present quarters in mid- 
April. 


Servel Promotes Four 

E. A. Nash, former appliance 
merchandising manager, has been 
appointed manager of appliance 
| distribution development of Servel 
Inc., Evansville, Ind. At the same 
|time, Robert B. Robinson, former 
|marketing research manager, was 
named special assistant to the vp 
of home appliance sales; Joe C. 
Turner, of the sales staff, succeeds 
Mr. Robinson, and John Lateulere, 
with Servel for 10 years, was 
named manager of sales analysis 
and control. 


Wilding Boosts Thompson 
Lang S. Thompson, vp of sales 
of Wilding Picture Productions 
Inc., Chicago, has been appointed 
vp and general manager of the 
company and its subsidiaries. 


IN NORTH CAROLINA‘S 


GOLDEN 
TRIANGLE 


the corporation. He assumes the 
treasurer position formerly held | 
by E, J. Stackpole Jr., of Harris- | 
burg, Pa., who was reelected sec- | 
retary. The shift follows the) 
board action moving the | 

| 


€ 


tion’s principal office from Harris- 
burg to Washington, where the 
editorial and circulation offices 
are located. Leonard A. Eiserer, 
vp and general manager, was ad- | 
vanced to exec vp and elected. 
assistant secretary-treasurer. A. H. 
Stackpole and Eric Bramley re- | 
main vps. Lawrence. L. Brettner 
also has been promoted from cir-| 
culation promotion manager to 
manager, publications sales. 

The publishing company has | 
leased 10,000 square feet on the 
| top floor of Government Em- 


WINSTON-SALEM 
for GREENSBORO 
HIGH POINT 


5000 W © 600 KC © AM.FM 


wsus 


NORTH CAROLINA 


HEADLEY-REED. Representarives 
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Magazine Men 
Deplore 2nd Class 
Mail Rate Boost 


(Continued from Page 1) 
classes of mail amounted to $7,- 
500,000 and that the proposed in- 
creases would add $2,000,000. 

“Would we pay $2,000,000 a year 
more to the Post Office out of prof- 
its? Of course, not. What would we 
do? We would increase the price 
of either our magazine, our adver- 
tising or our books—or all three.” 

_ Other witnesses from the maga- 

zine publishing industry were un- 
certain about their ability to in- 
crease subscription or advertising 
rates. 


® Magazine Publishers Assn. said 
the $17,000,000 which would be 
raised by the proposed 30% in- 
crease in second class rates may 


in the future. 

“Please, oh, please don’t give the 
Post Office the right to make its 
own rates,” Mr. Cole pleaded. “No | 
| matter how wise Mr. Summerfield | 
| may be, no matter how fair he may | 
| be, he is the operating head of a| 
|monopoly granted by the Con-| 
|gress—a monopoly which U.S.) 
| citizens must use. Every monopoly | 
|has to be regulated—and not by | 


| itself.” 

| imperial 1S THE FIRST MARGARINE 
|@ Mr. Cawley stressed the need UNCONDITIONALLY GUARANTEED To TASTE 
for “a statement of postal policy” | UKE THE HIGH-PRICED sPReap: 
spelling out the concept of general 
welfare “which alone justifies the 
maintenance, at the taxpayer’s| 
expense, of 40,000 post offices, of | 
rural delivery, of free-in-county, 
of special rates for religious and 
fraternal organizations and indeed 
all the postal services which were | 
launched and are maintained en- | 
tirely for their value to our pub- 


[COMPLETELY NEW! COMPLETELY DIFFERENT! | 


WTR RIAL - THE OR OrTIRS HEN SOE BAI8y CrwEED ree emEse 


'THE FLAVOR—Lever Bros. is intro- 
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Advertiser Is ‘Victim’ of 
NetRules, Senators Told 


(Continued from Page 1) |dustry is not being conducted on 
preventing us from acquiring good | normal principles of free competi- 
non-network programs.” tion,” Mr. Moore said. “It is there- 

He contended that advertisers fore not responding to the same 
are among the major victims of the basic economic forces which pro- 
situation. | mote the development of other in- 

While the 18 big companies dustries.” 
which provided about 50% of total His appearance took on partic- 
expenditures on networks in 1955 ular significance in the light of 
are of size and scope to meet “must testimony by Anti-Trust Chief 
buy” requirements, “what about| Stanley Barnes recently that the 
the medium-size and smaller ad-| Department of Justice is already 
vertiser who cannot afford the| investigating charges that networks 
vast expenditures involved in the| deny clearance to advertisers un- 
‘must-buy’ lineup?” he asked. \less they accept network-owned 

“And what about the advertiser, | shows. 
large or small, whose sales and! 


distribution pattern does not cover|® Mr. Moore's 100-page legal 


lic.” 
Under questioning both Mr. Cole 
and Mr. Cawley advocated a 4¢ 


Cawley said he could not take a 


seem moderate in comparison with 
the $3 billion a year required to 
run the Post Office, but it does not 


problem is studied in the light of a 
policy statement. 


seem moderate to magazine pub- 


lishers. ® A statement from Paul C. 


\ducing premium-priced Imperial 
|margarine (AA, March 26) that’s 
“different” because it tastes ex- 


mentioned—but wunidentified—six 


peared in Chicago papers. 


the specific markets which he must 
purchase in order to acquire net- 
| work time? The only answer is 


rate for first class letters. Mr. actly like that “high-priced spread” | either to give up tv or to use it on 


other than a network basis,” he 


position on third class until the | times in the copy. This page ap-| said. 


brief was written by Prof. Donald 
F. Turner of the Harvard Law 
School, who was a member of the 
committee on the anti-trust laws 
appointed two years ago by Attor- 
ney General Herbert Brownell. 
During a brief appearance be- 


|® “On a network basis an adver-| fore the committee, Prof. Turner 
| tiser may buy spot announcements | reiterated his emphatic belief that 
| between programs or participa-| FCC’s time option rules constitute 


“The profit of the entire maga- 

zine industry is about $30,000,000,” 
MPA said—“1/10th of 1% of $3 
billion. 
“We can, by no stretch of the 
imagination, see how increases in 
second class rates can contribute 
in any large way to a solution of 
the Post Office Department’s fi-| 
nancial problem.” 


s E. T. Meredith, vp and general 
manager of Meredith Publishing 
Co., said, “If we attempt to pass 
along higher costs in the form of | 
substantially higher subscription | 
prices, we are confident that our 
circulations would decline even 
though our population is expand- 
ing.” 

Such a development would be a 
setback for the whole economy, he 
contended, for “advertising is a 
basic element of our prosperity, and 
we need to circulate tremendous 
numbers of magazines to get max- 
imum effect on sales.” 

In his testimony for the Reader’s 
Digest, Mr. Cole said the Post Of- 
fice budget should never be bal- 
anced, in fairness to those who use 
the service, because there are 
many governmental services that 
are built into the Post Office struc- 
ture that should not be paid for by 
users of the mails. 


® Pointing out that the consumer 
price index is up 50% since 1945, 
he questioned the fairness of any 
postal rate increases which ex- 
ceed that percentage. With the 
adoption of the proposed $406,500,- 
000 rate increase, he observed, the 
first class rate would be up 35% 
since 1945, second class rates up 
69%, third class up between 65% 
and 80%and fourth class up 100% 
—plus the proposed increase for| 
books. 

A breakdown of Reader’s Di-| 
gest’s postal costs showed it spent 
$2,800,000 for third class last year | 
and $1,930,000 for first class. 
Stressing the interrelation of var- 
ious classes of mail, Mr. Cole 
noted, “If we didn’t spend heav- 
ily on first and third class, we 
wouldn’t have any second and 
fourth class or book business.” He | 
said Reader’s Digest’s expenditures | 
in fourth class totaled $1,600,000 | 
and in second class $1,000,000. 


® Only three witnesses were heard | 
today before hearings were sus- 
pended until after the Easter re-| 
cess. A long list of opponents still 
is waiting to be heard. 

Mr. Cole and Frank Cawley, vp 
of MPA, both voiced strong op- 
position to a feature of the rate bill 
which sets up a rate commission 
in the Post Office Department to 
process rate adjustment proposals 


Smith, president and editor-in- St. Laurent Say . 
chief of Crowell-Collier Pub-|\Cqnada Won't Back 


lishing Co., was one of more 
than a score of statements inserted Down on Tax I ssue 
in the record today. It pointed out : 
that 1955 was the first time in| (Continued from Page 1) 

three years that Crowell-Collier| ister Walter Harris, who imposed 
achieved a profit, “that profit|the tax, how he expected to 


amounted to only approximately “protect Canadian culture” from} 


1% of gross revenue dollars, and| American radio programs carried 
it was achieved only by the most/ in Canada by the Canadian Broad- 
:igid application of improvements | casting Corp. He also wanted to 
in operating efficiency.” 


the Post Office Department is not| York Times and the Times of Lon- 
conducting a service exclusively 40”. i 
for the benefit of business enter-| Political opposition to the tax 
prise, and specifically publishers, has materialized only after the tax 
when second-class rates are con-|WaS announced because, unlike 
cerned, but should and must be) the procedure in U. S. politics, no 
presumed to be conducting a serv-|One here knows what’s in the 
ice for all the people of the U.S. budget until it is announced, at 
“In no sense are the publishers) Which time it becomes law. Ca- 


being subsidized by low second|Madians await the reading of this) 


class rates; it is the public, the | annual budget with much anxiety, 
readers scattered through the 48|Since fortunes are made or lost 
states, who are subsidized by being Over night as the taxes levied or 
given the opportunity to enjoy| lifted by it are suddenly revealed. 
full and free discussion of the great ; 
issues confronting the nation|® An example of this was the 
through the maintenance of equi- | Sudden rise of stocks in Canadian 
table postal rates for publications.” |™agazines of between 70¢ and $3 
|}a share as soon as the new tax on 
= Wade Nichols, who is editor and|the foreign magazines was an- 
publisher of Redbook, said MPA | nounced. 
believes that the Post Office is and| After the budget and its tax pro- 
should remain a service to the gen-| Visions are revealed, the only re- 
eral public and “should be respon-| Course open to members of Com- 
sible directly and continuously to|™ons opposed to it is to attempt to 
the appropriate committees of| discredit the party in favor or try 
Congress.” to force a retraction of the tax. 
Mr. Nichols said MPA feels Con- | Observers in Ottawa regard a re- 
gress should clarify the postal sit-|traction of the disputed tax as 
uation by a fresh statement of pol- | unlikely. 
icy “that ours is a postal service : 
rather than a postal business.” # In New York, meanwhile, gen- 
“We are fully aware that the| eral optimism that the tax won't 
kind of law we have in mind might | 8° through still is being expressed 
mean an increase in second class|by publishers who would be af- 
mail rates. We would actively sup-| fected by the tax, as well as those 
port a proper law,” he said. | who would not. Their high hopes 
rest on the strong opposition to the 


against the tax made by the Inter- 
American Press Assn. 

IAPA President James G. Stahl- 
man, publisher of the Nashville 
Banner, told Prime Minister St. 
Laurent that 400 newspapers and 
magazines in the Western Hemis- 
|phere, many of them Canadian, 
were opposed to the tax. 
| “We respectfully submit that in 
jits ultimate effect this proposal 
will restrict the free flow of in- 
formation between countries,” Mr. 
Stahlman said. 


DANIEL A. WHITNEY, copy chief of zardner Elects Gardner jr. 

- ‘ : Gardner Advertising Co., St. 
Riedl & Freede, New York and Louis, has elected Herbert S. Gard- 
Clifton, N. J., has been appointed ner Jr. to its board of directors. 
vp and creative supervisor of the Mr. Gardner is secretary-treasurer 

agency. |of the agency. 


|know if Mr. Harris planned to tax | 
Mr. Smith wrote: “In my view Canadian editions of The New) 


|tax voiced by Canadian newspa-| 
pers and on the strong protest) 


| tions within local programs. There 
| are also certain NBC and CBS pro- 
grams in marginal time where he 
can also participate on a spot basis; 
| but if, like his larger competitor, | 
‘he wishes to present a program in 
la time period when most of the 
| public is available to watch it, he! 
must either pay for cities which he 
doesn’t need, or he must absorb a 
cost which would mean economic 
suicide.” 

“In short,” he summarized, 
“‘must-buy’ and time-option| 
agreements are discriminatory 
against all American advertisers 
except those who, by merger or 
|otherwise, have grown large 
enough to meet the minimum re- 
|quirements of the network com- 
panies.” 


® Mr. Moore gave the Senate com- 
mittee and the FCC a legal brief 
holding that option-time rules re- 
sult in block booking and blind 
selling in violation of the Supreme 
| Court’s decision in the motion pic- 
ture cases of 1948. Fs 

In addition, the brief said “must- 
buy” is a sort of boycott. “The 
simplest way to illustrate the ef- 
| fect,” he said, “is to assume a sit- 
uation where 50 separately owned 
newspapers, each in a different 
major city, enter into an agree- 
| ment whereby each agrees not to 
|sell certain desirable advertising 
space to any advertiser unless that 
advertiser buys equivalent space 
in each of the other 49 newspapers 
throughout the country. 

“We cannot imagine that an 
agreement of that kind would be 
tolerated from a legal standpoint 
for 15 minutes.” 


® He asked three immediate reme- 
dies: 

1. An FCC rule to outlaw “must- 
buy,” by specifying that purchase 
of time on one station must not be 
contingent on placing of the pro- 
gram on another station. 

2. Elimination of option time, 
through a rule stating that no sta- 
tion may enter into an agreement 
where the broadcast of a program 
or series of programs is contingent 


illegal block booking. He pointed 
out that the rules had been adopted 
seven years prior to these deci- 
sions, and have not been reex- 
amined up until the present time. 

When he appeared before the 
committee last month Assistant 
Attorney General Barnes said he 
also believes the option time rules 
violate the anti-trust laws. He 
added, however, that the Depart- 
ment of Justice is reluctant to in- 
tervene while the FCC is engaged 
in a full-scale study of the need 
to revise these rules. 


® Mr. Moore rejected the conten- 
tion that time options are neces- 
sary in order to enable networks to 
assure advertisers that a program 
can be placed at a particular time 
so as to take advantage of “audi- 
ence flow.” 

“Even if this concept were 
valid,” he said, “it is questionable 
whether for particular advertisers 
or advertisers as a whole it out- 
weighs the limitations on access to 
television that the time-option sys- 
tem imposes.” 

Taking the position that ratings 
show “the public is not too lazy 
to flip the dial,” he contended that 
“the primary factors determining 
the number of people who watch 
a television program are the qual- 
ity of the program, the quality of 
the programs on other stations at 
the same time, and the quality of 
available aon-television entertain- 
ment at the same time.” 


® Even if there were any validity 
to the audience flow argument, he 
said, it is a principle that is eco- 
nomically and legally indefensible. 

“Tt is essentially an argument 
that a network company can assure 
to an advertiser a larger audience 
than the program itself would or- 
dinarily ‘merit, because it can cap- 
italize on a captive audience ob- 
tained by the quality of the pre- 
ceding program. 

“On this theory, the time option 
becomes a device that enabies the 
network companies to sell time for 
inferior programs and to give these 


/on the broadcast of other programs.) programs an unfair competitive 
3. A restraint on exclusive deal-| advantage over other programs ex- 
ing by adoption of a rule specify-| hibited at the same time, which 
ing that not more than 75% of the! the inferior program could not ob- 
prime evening hours, or any other | tain on its own merits.” 
of the segments of the day, may be| Since ABC operates without 
devoted to the programs of a sin- | “must-buy,” he said, it is clear the 
gle network. |policy actually is not necessary. 
Mr. Moore’s statement provided| Terming it “an exercise of mo- 
a broad base for the forthcoming| nopoly power,” he said, “it is not a 
Senate probe of the networks. He | policy that must be followed to 
particularly urged the committee | achieve network success, but it is 
to call in film syndicators, talent|a policy that can be used by a 
—and possibly advertisers—to get | strong network company to compel 
a full picture of the business op-| advertisers to purchase station 
|erations of the industry. |time on stations that the adver- 
| “The television broadcasting in- tisers do not want.” 
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On the International Scene... 


U.S. Exports Vital in Cold War, 


George Wolf Tells Export Managers 


|his company’s 60 years of experi- 


New York, March 28—George, tion is at stake,” Mr. Wolf said ex- 
W. Wolf, president of U. S. Steel| ports, “even if in excess of im- 
Export Co., declared last night that | ports,” are needed to “maintain the 
exports are a vital political neces-| hegemony of the West” and to 


sity for this country in the cold) 


war. 


Speaking before the banquet ses- 
sion at the annual convention of 
the Export Managers Club of New 
York, Mr. Wolf put the issue this 


way: 
“Either 


their economic all.” 


Warning that “our very civiliza- 


the western world 
Americanizes the lands where the 
people still have some freedom of 
choice, or Russia will sovietize 
them and forever deny them the 
last vestige of any choice. Such is 
the significance of the cold war, 
1956 model. Both sides must cast in 


WJAC-TV is the Number 
One Station not only in 
Johnstown, but in Altoona 
as well, and this one-two 
punch covers an area that 
rates 4th in the rich state of 
Pennsylvania, and 28th in 
the entire country! 


Well over half a million 
(583,600, to be exact) tele- 
vision families look to 
WJAC-TV for the best in 
television entertainment. 


Add to this the free bonus of 
WJAC-TV coverage into 
Pittsburgh, and you have a 
total market for your sales 
message that just can’t be 
overlooked, if you really 
want to tap the potential of 
Southwestern Pennsyl- 
vania! 


make “the so-called neutralist 
countries stop, look and listen be- 
fore crossing over the bridge.” 


® Mr. Wolf contended that “it is 
wisdom for us to use the great tal- 
ent and ingenuity of Americans to 
Americanize the world, from an 
economic standpoint, as an offset 
to the clear intent of the Kremlin 
to sovietize it.” He added: 

“It is we, the Americans, who 
are the revolutionists of this 20th 
century, A.D., not the Russians. It 
is we who know how to combine 
effectively raw materials, man- 
power, tools and management, and 
to widely distribute to all the peo- 
|ple the astounding flow of goods 
and services that pour forth from 
the cornucopia of plenty thus 
built.” 

Apart from political considera- 
tions, Mr. Wolf said exports are 
important to the U.S. economically, 
despite the fact that they average 
no more than 4 to 5% of gross na- 
tional product, compared with a 
|ratio of 20% for Britain, 21% for 
|Canada and 22% for West Ger- 
many. 


® He pointed out that exports ac- 
counted for nearly 9% of total 
production of movable goods in 
1954 and in terms of national in- 
come, “they contribute as much as 
the entire construction industry, 
as much as the entire transporta- 
tion industry, nearly as much as 
the entire farm production, more 
than twice as much as the chem- 
ical industry, three-and-one-half 
times as much as the textile indus- 
try.” 

Mr. Wolf noted that exports are 
also useful as the “only means” of 
paying for needed raw materials. 
He cited a recent Department. of 
Commerce study which showed 
that the U.S. depends from 80 to 
100% on imports for the supply of 
81 commodities, including such 
vital materials as tin, nickel, man- 
ganese, industrial diamonds, news- 
print and natural rubber. 

Mr. Wolf emphasized that trade 
should be a two-way affair. “We 
must bestir ourselves and take long 
needed action to increase our im- 
ports substantially,” he _ said. 
“Charity, if perpetuated, begets 
resentment, not gratitude.” 

Other speakers at the export 


£ Geta 4 


| SLANT ON 


| managers’ convention outlined the 
|opportunities awaiting manufac- 
turers overseas and discussed some 
|of the problems in international 
| marketing. 

In a keynote address, George E. 
McGuire, director of foreign sales 
for the Carborundum Co., told of 


| ence in foreign markets. Carborun- 


|dum started out with mail order, 


progressed to the old line export 
houses, set up a network of dis- 
tributors, established its own sell- 
ing branches abroad and went into 
overseas manufacturing. 
Carborundum’s recent growth 
internationally has come from its 
foreign manufacturing facilities. 
“Before the second World War,” 
Mr. McGuire said, “we had one 
plant in each of three countries— 
England, Germany and Norway. 
Today we have two more in Eng- 
land, one more in Germany, one in 
Brazil, one in Australia, as well as 
affiliates in Australia, Brazil, 
South Africa and India, the last 
three affiliates being under our 
management. In addition, there are 
one Puerto Rican and two Cana- 
dian manufacturing subsidiaries 
and we will be participating in an 
Argentine enterprise shortly.” 


® Harry S. Hower Jr., export 
manager of Corning Glass Works, 
told the meeting that his company 
has found that a “planned selling 
program” pays off in the export 
field. He advised export managers 


tions. Reporting on Corning’s pro- 
gress overseas, he said: 

“Gentlemen, we made whatever 
impression we made with a sales 
cost, including all promotions, for 
less than 2% of the retail expendi- 
ture. Sales at the retail level were 
multiple millions in U.S. dollars. 

“With an industrial product, we 
hoped for a better share of the ex- 
port market than we'd had at 
home. We planned the sales; we 
got them all. We've had enough ex- 
perience now so that everything 
goes through the check list. We 
don’t fly until we’re sure.” 


@ Arthur A. Kron, exec. vp of Go- 
tham-Vladimir Advertising, pre- 
sented the case for the export ad 
agency by warning overseas mar- 
keters not to trust local distribu- 
tors with their advertising and 
sales promotion. He pointed out 
that the number of American ex- 
porters who allow their distribu- 
tors to handle this program “still 
far exceeds” those who centralize 
control in their home offices. 

“Do you realize what that 
means?” asked Mr. Kron. “It means 
that by and large, those who do 
not actively control their export 
sales promotion and advertising do 
not actually know what is being 
done to sell their product. They 
rely on their distributors to create 
and direct those activities. Such an 
exporter isn’t running his markets 
—his markets are running him.” 

Mr. Kron said that even compa- 


SEE how ADmatic 
can tell your story 


with color slides 
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* Store Windows 


nies with manufacturing branches 
abroad should retain U.S. control 
of advertising. “In no case I have 
heard of,” he said, “is the local 
| staff so efficient that it could not 
profitably use the planning skill of 
the home office.” 

Joshua B. Powers, president of 
Joshua B. Powers Ltd., delivered 
a talk on Argentina. Mr. Powers, 
who recently returned from a trip 
to Argentina, said, “The overthrow 
of Peron was a major victory for 
those who believe in the tradition- 
al American way of life.” He said 
the present Argentine government 
is pro-democratic and deserves the 
support of the American people. 


National Tea Enters 
Canadian Markets, 


McNamara Reveals 


Cuicaco, March 27—H. V. Mc- 
Namara, president of National Tea 
Co., has announced that his com- 
pany plans to expand into Canada, 
particularly in the western sector. 

The decision to expand, he said, 
was prompted by the combination 
of American and Canadian leader- 
ship of the company which re- 
sulted from recent acquisitions of 
large holdings of the company’s 
'shares by Garfield Weston & As- 
sociates. Garfield Weston owns 
controlling interest in Loblaw 
Groceterias Co., a large food chain | 
in eastern Canada. 


to keep a printed check list as a 
guide to their marketing opera-| 


# In reviewing National Tea’s 1955 
annual report, Mr. McNamara 
pointed out that from 1945 through 
1955, the company’s sales have in- 
creased from less than $100,000,- 
000 to $575,585,000. Net profits 
over the same period have jumped 
from less than $1,000,000 to $7,- 
237,000, he said. 

He advised stockholders that the 
company’s sales this year will 
amount to about $625,000,000— 
about $50,000,000 more than in 
1955. National has opened 17 new 
stores thus far this year, he said. 

In addition, National has 91 
more new stores under lease or in 
the planning stage, of which 75) 
will be in localities not previously 
served. He predicted that 75 of the 
91 stores would open this year, the 
rest early in 1957. 


SAFEWAY STORES 
SETS EXPANSION 

OAKLAND, CAL., March 27—Dur- 
ing 1955 Safeway Stores opened 
104 new retail stores, and at the 
first of this year an additional 58 
outlets were under construction | 
and plans for another 74 locations 
are being prepared, the company 
reports. 

Robert A. Magowan, chairman 
lof Safeway’s board, reported the 
company’s 1955 sales hit a new 
peak of $1,932.243 202, an increase 


of $118,726,566 over the previous | 


ara 


Advertising Age, April 2, 1956 


LEONARD KOTOWSKI has been named 
group copy chief on the Dodge pas- 
senger car account by Grant Ad- 
vertising, Detroit. He joined the 
agency in December, 1953, as a 
copywriter on Dodge. 


Insurance Men 
Hit ‘Free’ Offers 
by Car Makers 


(Continued from Page 2) 
the plan to be against state laws. 
The U.S. Supreme Court subse- 
quently held against Chrysler- 
Palmetto. 


® Current advertising, said Mr. 
Ross, has avoided use of the word 
“free,” but it states the auto man- 
ufacturers have paid the insurance 
premiums. Thus, he added, either 
the insurance is still “free,” or else 
there is misrepresentation if the 
manufacturers are being reim- 
bursed in the price of the car. 


STATES HAND DOWN 
CAR INSURANCE EDICTS 
Detroit, March 28—Two states 
have asked American Motors Corp. 
and Studebaker division of Stude- 
baker-Packard Corp. to cease issu- 
ing their life insurance policies 
with new car purchases. Illinois 
has requested that all advertising 
of the policies be stopped and the 
companies cease issuing the certif- 
icates by April 10. North Carolina 


| has asked them to stop advertising 


or issuing the policies after April 
1, until an attorney general’s deci- 
sion is handed down. New York 
also is awaiting an attorney gen- 
eral’s opinion, but it has approved 


| advertising of the insurance in the 


meantime. 
Studebaker said several states, 
including Wisconsin and Mary- 


|land, had inquired about the pol- 
jicies and their coverage and that 
\it 


expected opinions would be 
sought in those states. 

Studebaker and AMC said they 
would comply with the requests of 
Illinois and North Carolina. 
Michigan has given the insur- 


record set in 1954. Net profit was | ance program its legal blessing 


$13 621,803, compared 
983,771 a year earlier. 


‘Dunn to ‘Mill & Factory’ 


Leahy Heads Syracuse Office | 
Edward J. Leahy, formerly with | 


the advertising department of the 
Star-Gazette & Advertiser and 
Sunday Telegram, Elmira, N.Y.,| 
has been named to head the new 
| Syracuse office of J. P. McKinney | 
& Son, which represents Gannett | 
newspapers. The new office will) 
cover all of upper New York. 


with $13,- | 


(AA, March 26). 


John J. Dunn has been named 
promotion manager of Mill & 
Factory, New York. He formerly 
held a similar positon with De- 
partment Store Economist. 
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DEFENSE BUYERS 


read this bi-monthly 
organ of the Armed 


Issues New Prize Catalog 


Attract more Cappel, MacDonald & Co. has is- 


Prospects, boost i i 
saten. Admin sued its new 1956 merchandise Forces Communications 
shows a new slide prize catalog. Free copies of the 64- end Weetventes fem. 
every 6 seconds page catalog are available from the ; \ Tell ‘em HERE... ond 
~— projects a : s , —— 
canteens incentive company, 129 S. Ludlow ~ ss get , of mil- 
Thousands of ad-men have found our 30 slide show RENT OR BUY St., Dayton. ; > it cant 
stock photos ‘‘click" with their clients. with BIG, BRIGHT ADmatic for NATIONAL — 


Our file of 500,000 stock photos can ictures — day or 
‘ock pho ca p y REPRESENTATIVE 


‘Joins ‘Sports Illustrated’ 


your next trade 


serve your requirements efficiently . night. Send f. 
Get full details from your economically. Why not try it? fdlder'a’ || Harry Steinbreder Jr. has X 
KAUFMANN & FABRY CO. joined the New York advertising ° ° 
KATZ man! 425 S. Wabash Ave., Chicago 5, il. iframes sales staff of Sports Illustrated. 


1216 Chicago Ave. + Evanston, Ill _ 


; previously with Fortune’s go 
DAvis 8-7070 He was p y 


sales staff. 
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Advertising Age, April 2, 1956 


Heidelberg Brewing Boosts 
James Kramer, Gerald Davis 
Heidelberg Brewing Co., Taco- 
ma, Wash., has appointed C. 
James Kramer advertising man- 
ager, succeeding Marshall Ricon- 
osciuto, who has resigned to open | 


Bell System Urges 
Flower Buyers to 
‘Say It' by Phone 


(Continued from Page 2) 
his own advertising and public orders by telephone for years. 


relations service. Mr. Riconosciuto,, The idea of Bell’s campaign is 
as a public relations consultant, to sell these florists on promoting 


out both florist networks, Bell is Four A’s Council Elects Smock 
even providing its promotional | Jack Smock, Young & Rubicam, 
material at cost to independent! nas been elected chairman of the 
telephone companies for distribu-| southern California Council of the 
tion to their network florist cus-| American Assn. of Advertising 
tomers. None of the promotional Agencies. Other officers are Paul 
material used in florist shops car-| Jordan, Jordan Co., vice-chairman 
ries the Bell Telephone System’s| ang head of the program commit- 
| familiar round insignia. too, and Alfred A. Athertea, Ath- 
The major argument Bell offers | a-ton Advertising Agency, secre- 


69 


|Co.; Andrew Carpenter, Dan B. 
|Miner Co., and Henry Mayers, 
| Mayers Co. 


|S.F. Adclub Sponsors Course 
Frederick Herschleb, an art di- 
| rector with Honig-Cooper Co., San 
| Francisco, will conduct a 16-ses- 
sion workshop course in advertis- 
| ing layout and visualization at San 


will service Heidelberg Brewing as | their out-of-town business by ad-| for telephone over telegraph serv-| tary-treasurer. The board of direc- | Francisco’s Golden Gate College. 
his first pr client. Mr. Kramer Vertising that such orders will be| ice, aside from speed, is that the) tors includes the officers and Kai |The course is being sponsored by 
formerly was assistant ad manager. | handled speedily by telephone. To/ florists can discuss alternative| Jorgensen, Hixson & Jorgensen;|the San Francisco Advertising 
Heidelberg also has appointed help them do this, Bell is providing | flower choices available at the or-| rom Cooper, J. Walter Thompson | Club. 

Gerald Davis marketing manager the florists, without cost, with 3D|der receiver’s shop and the cus-| 
for the company’s distribution area | displays, streamers and decals, all|tomer can make the final choice 
of Washington, Oregon, Idaho, Cal-| offering the telephone service. Also| on the spot. 
ifornia, Alaska and Hawaii. With provided is a telephone rate book | 


| 
| 
| 


the company since 1942, he most and a booklet of tips on telephone) WESTERN UNION HITS 
p recently has been assistant sales | Service. | FLOWERS-BY-PHONE PUSH 
manager. 
| |= The displays for members of Resende sory Pega 
Mickey Mouse Seeks Talent both services are alike except for | . d campaign to defend its florist 
_ Plans for an annual nationwide | the FTDA and TDS symbols. The|.j.craph order business from tel- 
std cael green 4 ~ofe—- displays also include a new Bell | .ohone promotion activity by the | D OT 
a ouse Aare a * —te A een Bell System. The counterattack is | 
a “4 sock tae Aes a Arm |being pushed mainly through in- 
yo hormeral Decontie cae Co — l|creased schedules in the two flor- | RB Y 
. . Dhg-e: ist telegraph network publications, | 
cho, ‘tagest “pipuapiias * comteah ante Aken 9g ~Acamaes A gga T ‘ 
‘ *f and Telegraph Delivery Spirit. D oO Se ie ie 
— and girls between 5 and 14| The argument Western Union is | . 
will be eligible. stressing in its ads is that tele-' rr 2 
grams furnish florists with a writ- | N hont P E é ! - Ss 
ten record of flower orders and. , ei >» 
reduce errors. It also says tele- € critical —_ 
igrams are more efficient and of critical repre é 
The Catholic family spends quicker than any other method of is one of the ti 
symbol, a little triangle with a|°'dering flowers. ; . 
$ 1 ? 0 4 6 ° 0 0 shane receiver, a oe a8 flowers | Western Union had been making | of enmng Sas — 
and the slogan, Bell hopes this|this point since long before the) The best mechanical fa’ 
MORE than the average || symbol will become as Senta ee Maerealen Wout poe ah must be supplemented 
i as the FTDA and TDS symbols. |™our Margules, Western Union ad- | . 
family each year on basic In addition to the diate pro- | Vertising manager, told AA here| by the hand craftsmanship 
consumer goods. motion material, Bell is backing today. But as for additional ad-| of the finisher 
up the campaign with ads on tv) Vertising to counter the Bell cam- who, at C M & H, 
does not compromise 
with quality 


For any fact or facet about 
The Catholic Market 
write or phone 

CATHOLIC NEWSPAPER 
ADVERTISING BUREAU 
Grand Central Terminal Bidg. 
New York 17, New York 
MUrray Hill 6-7671 


and in Florists’ Telegraph Delivery |P@ign, Mr. Margules said it “is not | 
"News (published by FTDA), Tele- | likely, but we'll see.” 
graph Delivery Spirit (published| Benton & Bowles handles West- 
by TDS), Life and The Saturday |¢™ Union's advertising. 
Evening Post. Bell company rep- 
resentatives have also given the Fitzpatrick Joins Tandy 
campaign an added push by visit- R. G. Fitzpatrick, recently asso- 
ing all of the florists in the two ciated with Vickers & Benson Ltd., 
services and urging them to partic-|has joined Tandy Advertising 
| Agency, Toronto, as a vp and di- 


‘rector. 


COLLINS, MILLER & HUTCHINGS, INC. 
333 WEST LAKE STREET, AT WACKER DRIVE 


CHICAGO 6G, ILLINOIS 


|ipate in the campaign. America’s Finest Photoengraving Plant for Letterpress and Gravure 


| To spread its campaign through- 


Advertising Ages MARKET DATA ISSUE 
_ —Media Promotion Hit of the Year 


ag 


requests for 
media-market 
information 


(1955 issue record) 
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_% To be published: MAY J 8 © 
_ & Ad copy deadline: APRIL 25 — 
| * Reserve your space NOW! 
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Burley 


SOCIAL HOUR—Harold G. Burley, CHCH-TV, Hamilton, and Henry M. Edgar, CKWS, 
Kingston, talk with Alan C. Ball, Canadian Advertising Agency, Toronto, at the an- 
nual meeting of the Canadian Assn. of Radio & Television Broadcasters. Gerald W. 


Smith 


TV Ads in Network-Less Canada Lack 
Flexibility, Broadcasters Are Told 


(Continued from Page 1) 
cooperative shows, but the latter 
(usually controlled by a drug or 
grocery chain) should be used 
cautiously, said Mr. Frost, because 
while some are excellent, “the 
majority are marginal values at 
best, where the buyer tries to use 
our purchase of time as a blackjack 
over the heads of our salesmen.” 
The company also buys local par- 
ticipation, and has found local per- 
sonalities extremely helpful in 
selling some of its products. 


® Bristol-Myers had learned that 
spot tv has to be used hard and ex- 
tensively to make an impact, he re- 
ported, and he urged that adver- 
tiser and agency executives get out 
into the markets and check on 
availabilities, adding that station 
representatives do a good job but 
cannot keep completely up to date 
on all availabilities in all markets. 

Commenting on television in 
Canada, Mr. Frost emphasized that 
flexibility is the key to his com- 
pany’s use of the medium, and 
noted that no such flexibility is 
available in Canada. 

“As an advertiser, I would feel 
hamstrung by the lack of oppor- 
tunity to take full advantage of a 
medium I know has the potential 
of tv,” he said. “I believe here in 
Canada, too, tv must become com- 
petitive if it is to realize its full 
potential as an educational me- 
dium, an entertainment medium, 
an advertising medium.” 


® Harry Harding, vp of Young & 
Rubicam, stressed the problems 
confronting advertising and televi- 
sion people in three areas: Pro- 
gram problems, commercial prob- 
lems and selling problems. 

In the program area, he noted, 
sensitive and creative people with 
a high sense of artistic integrity 
were faced with some difficulties 
in adjusting themselves to the dif- 
ferences between the kind of shows 
they liked and would iike to pro- 
duce, and the demonstrable tastes 
of the audience. 

In the commercial area, he said, 
the problems revolve around be- 
lievability and taking full advan- 
tage of product values while avoid- 
ing being misleading. In the selling 
areas the problems center around 
competitive selling, research based 
on questionable facts and the tend- 
ency to forget television’s dynamic 
character in selling it statistically. 


® He pointed out that “in televi- 
sion there is no small mistake.” He 
urged station owners to sell on the 
principle that “if I were buying in- 
stead of selling, what additional 
information would I require.” 
He also made a sharp differen- 
tiation between selling and adver- 
tising. Selling is person-to-person, 
advertising is group-to-group, he 
said. Selling is not recorded; ad- 
vertising is permanently available 
for study, comparison and criti- 


cism, he added. 

The possibilities of film shows 
were explained by Spence Cald- 
well, S. W. Caldwell Ltd., and 
Joseph Dunkelman, Telepix Mov- 
ies, both of Toronto. Mr. Caldwell 
j}emphasized that film shows are 
about twice as profitable to Cana- 
|dian tv station operators as live 
shows; he reported that previous 
problems of copyright and import 
| duties are now cleared up, and he 
| said there is plenty of film—“may- 
| be too much film”—now available 
|in Canada. 


® Both Mr. Caldwell and Mr. 
Dunkelman underlined the import- 
ance of hiring and using Canadian 
live talent, and of the impact of 
live shows. But Mr. Dunkelman 
went on to urge that Canadian 
talent be employed, and filmed, 
and that Canada make a bid for the 
world market. He pointed out that 
film would give talent additional 
compensation in residual rights 
and international recognition. Can- 
ada’s 1,000,000 English-speaking 
citizens have “expensive tastes in 
entertainment,” he said, because of 
| their proximity to the U.S. He feels 
that the U.S. market is available 
for Canadian tv features. And in 
answer to a question he said that 
Canada cannot support film shows 
made and sold solely for the Cana- 
dian market, just as it cannot sup- 
port unsubsidized live shows. At 
this point, Mr. Caldwell said that 
there are 44 motion picture pro- 
ducers in Canada, that all would 
like a crack at world-wide mar- 
kets, but that financial backing had 
not appeared. 


® In answer to a question about 
whether the film companies would 
go direct to an advertiser, bypass- 
ing an agency and eliminating its 
commission, Mr. Caldwell said 
shortly it would be suicidal for a 
distributor, that distributors have 
insisted on agency inclusion. 

On the radio front, John M. Out- 
ler, general manager of WSB, At- 
lanta, assailed the presence in ra- 
dio of “cockroach” broadcasters. 


| 


Meen 


lee 


“It’s not so much what a cock- 
roach eats or carries off... as what 
he falls into and messes up so that 
nothing but another cockroach can 
use it,” he said. Mr. Outler feels 
networks have hurt radio, and he 
warned against leaving program- 
ming to chance or “to the nebulous 
beneficence of a network.” Later 
he conceded that network pro- 
gramming standards have been 
high, and that stations would have 
to match them to hold listeners. 


®& “In utter candor,” he told the 
radio men, “we were one of the 
stations who had allowed ourselves 
to be lulled into a sense of false 
security by network programming 
and network revenue. And the 


TV Works for Bristol-Myers 

Speaking to the Canadian broad- 
casters in Toronto, Donald S. Frost, 
ad vp of Bristol-Myers, sketched 
in the load tv carries for the com- 
pany like this: 

“In 1956 we will be investing 
over twice as much money in ad- 
vertising as we were just two years 
ago. Over half of this money will 
be used in television—network 
and spot. Yet at the same time, our 
investment in all other media 
(again with the exception of night- 
time radio) has been increased. 
Ours is only one example of a de- 
velopment taking place with prac- 
tically every other extensive ad- 
vertiser in the States.” 


price we had to pay for being blind | 
and stuffy. ..was a stiff one. . .One 
of the most unpleasant slugs was 
an awakening to the fact that with 
network programming going to 
hell in a wheelbarrow, 50,000 watts 
on 750 kilocycles held no advan- 
tage whatsoever unless we did a 
better programming job than the 
250-watt local under our anten- 
na... 
“Here’s another conclusion, and 
this is the payoff: So far as the au- 
dience is concerned, radio broad- 
casting has always been local, but! 
radio programs are not—good local | 
programming today is the common 
denominator—and the program di- 
rector is now the key man...” 


® W. C. Standart, president of 
Standart & O’Hern Advertising 
Agency, Kansas City, ran sample 


| BREATHER—At the annual meeting of the Canadian Assn. of Radio & 
Television Broadcasters, in Toronto, G. A. Meen, Christie, Brown & 
Co., Toronto, and E. A. Rawlinson, CKBI, Prince Albert, Sask., pause 
for a chat. Athol MacQuarrie, Assn. of Canadian Advertisers, talks 


ee 
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Brandy Gillis 


commercials to show how his agen- 
cy uses the “narrative or fantasy 
technique.” He feels the narrative 
technique sells best because (1) it 
dramatizes a thought and makes it 
clearer, (2) it makes it more mem- 
orable, (3) it goes beyond the job 
of creating the immediate sale and 
used properly can assist in build- 
ing a favorable impression of your 
product. 

In the future, Mr. Standart 
thinks, consumers will hear more 
radio commercials that will “ef- 
fectively picture value, effectively 
project a personality and effective- 
ly entertain in a pleasant way as 
they sell.” 


® Fred A. Palmer, a sales consult- 
ant of Worthington, O., presented 
sales clinics for both radio and 
television sessions. Among the 
broadcasters who participated in 
television panel sessions were: 
Robert Reinhart, CFPL-TV, Lon- 
don, Ont.; E. Miller, CFCM-TV, 
Quebec; William McGregor, CKCO 
-TV, Kitchener, Ont.; J. R. Peters, 
CHCH-TV, Hamilton; Herbert 
Stewart, CHCT-TV, Calgary; M. 
T. Brown, CFPL-TV, London, and 
W. T. Cruickshank, CKNX-TV, 
Wingham, Ont. 

Participating in radio panels 
were Roland Couture, CKSB, St. 
Boniface, Man.; Don Jamieson, 
CJON, St. Johns; W. A. Stephens, 
Stephens & Towndrow, Toronto; 
J. A. Hamond, CFCF, Montreal; C. 
J. Rud, CHUB, Nanaimo, B.C.; 


|John French, CKLC, Kingston, 


Ont.; J. S. Boyling, CHAB, Moose 
Jaw, Sask.; J. Jackson, CJOY, 
Guelph, Ont.; J. O. Blick, CJOB, 
Winnipeg; W. H. Stovin, CJBQ, 
Belleville, Ont.; S. G. Ross, CKWX, 
Vancouver, and T. H. Tonner, 
CKCW, Moncton, N.B. 


a Fred A. Lynds, managing direc- 
tor of CKCW, Moncton, N. B., was 
elected president of CARTB, suc- 
ceeding Jack M. Davidson, general 
manager of Northern Broadcasting 
Co. Ltd., Toronto. Vice-presidents 
are Hal Crittenden, general man- 
ager of CKCK-TV, Regina, and 
D. A. Gourd, vp and managing di- 
rector of Northern Radio, Rouyn, 
Que. 

Directors include Mr. Davidson; 
W. N. Hawkins, CFOS, Owen 
Sound; E. E. Fitzgibbons, CKOC- 


Garrison Payne 


Lee, CKGR, Galt, Ont., is flanked by Gordon E. Smith and William J. Pratt, both of 
CFOR, Orillia, Ont. Other CFOR men, Stuart Brandy, William Gillis and Denny Payne, 
chat with Gordon Garrison, CKLB, Oshawa, Ont. 


TV, Kitchener; W. T. Cruick- 
shank, CKNX, Wingham; J. A. 
Hammond, CFCF, Montreal; John 
Hirtle, CKBW, Bridgewater, N. S.; 
Geoff Stirling, CJON, St. Johns, 
Nfld.; Henri Lepage, CHRC, Que- 
bec City; Rowland Courture, 
CKSB, St. Boniface, Man.; F. B. 
Ricard, CHNO, Sudbury; R. J. 
Buss, CHAT, Medicine Hat, Alta.; 
J. O. Blick, CJOB, Winnipeg; V. 
Dallin, CFQC, Saskatoon; C. J. 
Rudd, CHUB, Nanimo, B. C.; N. P. 
Finnerty, CKOK, Penticton, B. C. 


CARTB WANTS OUT 
FROM CBC REGULATION 
Toronto, March 30—The Ca- 
nadian Assn. of Radio & Television 
Broadcasters will ask that regula- 
tory powers over Canadian broad- 
casting be vested in an independent 
commission when the Royal Com- 
mission on Broadcasting begins 
public hearings April 30. This is an 
affirmation of the association’s his- 
toric position: That it is basically 
|improper for a governmental or- 
|ganization to both regulate and 
compete with private broadcasters. 
Another major point in the 
CARTB brief will be a demand for 
more than one television outlet in 
a reception area. Here again 
CARTB reaffirms its position that 
locking private operators out of 
Canada’s major tv markets and 
reserving them for CBC monopoly 
is both unfair and unwise. 


Sheaffer Plans Drive 
for New Skrip Fluid 


| Fort Maptson, Ia., March 28— 
W. A. Sheaffer Pen Co. is plan- 
ning an ad campaign for its new 
|Skrip with RC-35, a writing fluid 
|that contains a new luminescent 
|additive. The additive cannot be 
removed from paper even though 
made invisible by eradicators or 
water damage, Sheaffer says. It 
penetrates the paper fiber and 
will glow under ultra-violet light. 

The campaign will be the first 
full-scale drive for Sheaffer’s Skrip 
in the past seven or eight years. 
No media selections have been 
made as yet, but it is expected 
that the campaign, scheduled to 
run at least through 1956, will be 
concentrated in print media. 

Russel M. Seeds Co., Chicago, is 
the agency. 


Mackenzie 


to Robert Scrivener, Bell Telephone of Canada, and F. E. Richens, 


CN-CP Communications, Ottawa, 


E. Finlay MacDonald, CJCH, Hali- 


fax, immediate past president of CARTB, and G. Norris Mackenzie, 
G. N. Mackenzie Ltd., pause for a photo. 
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Electro-Motive 


Account Moves — 


to Marsteller | 


(Continued from Page 1) 
spends about $500,000 a year on its | 
advertising, and has for some time. | 
No budget expansion is planned at 
present, but marketing expansion | 
plays a large part in the division’s | 
change of agencies. | 
® Since its founding, Electro-Mo- | 
tive has dealt exclusively in| 
railroad diesel locomotives, doing | 
such a job there that it has become 
practically identified with “diesel- 
ization.” Since it put a diesel loco- 
motive in service on the famous 
Burlington Zephyr in 1934, Elec- 
tro-Motive has been No. 1 in the 
field, and was alone in it for a long 
time. Even now, something like 
65% of all railroad diesels bear the 
General Motors stamp. 

Recently, as the diesels’ share of 
railroad power soared above the 
80% mark, Electro-Motive began 
finding new uses for its basic pow- 
er plants. Last year it came up 
with two of them, both of which 
are looking very good indeed: 
First, the division introduced a 
mobile generating unit for use by 
public utilities—the Electro-Mobile 
power car. Then last fall it began 
marketing a heavy-duty diesel- 
electric power plant for deep oil- 
well drilling rigs, specifically for 
use in the new off-shore drilling 
operations. 


® To Electro-Motive these new 
products in new fields implied a 
need for intensive merchandising; 
as they began to catch on, it meant 
an urgent need: The division was 
already engaged in a 42% expan- 
sion of its main plant at LaGrange, 
Ill. 

Why the urgency? “We're not a 
machine shop; we’re a mass pro- 
duction operation,” Volney Fowler, 
vp in charge of public relations, 
explained. “We’ve got to get vol- 
ume to make money, in the indus- 
trial field as elsewhere. 

“We've got to use modern com- 
munications methods to market 
these new products. We haven’t 
the time or the sales staff to dig 
out the essential decision-makers 
in the ‘oil patch’ or in the utilities 
field.” 


® As Electro-Motive saw it, this 
plainly called for agency help, es- 
pecially in merchandising and re- 
search. Furthermore, the agency 
would have to be closer than Kud- 
ner, whose nearest office is in De- 
troit. 

“We need an agency right at our 
elbow,” Mr. Fowler said. “Why? 
Because we don’t know the oil and 
electric utilities fields, and we 
know we don’t. What we know is 
railroads. 


@ “There’s a huge merchandising 
job to be done. We need collateral 
materials and we need market in- 
vestigation,” Mr. Fowler contin- 
ued. 

“We decided we needed an agen- 
cy close at hand. We talked it over 
with Kudner and they agreed.” 

In sum, when Marsteller, Rick- 
ard takes over next June it will be 
asked to take a complete new look 
at advertising and sales promotion. 
It will also look at the budget— 
“That’s one of the things we want 
the new agency to figure out.” 

In addition, Marsteller will do a 
merchandising job in the lucrative, 
and expanding, locomotive “re- 
build” and replacement fields. 


Electro-Motive has a big selling 
point here because of its long-term 
policy of guaranteeing service right 
in its own shops. Also, its once- 
revolutionary principle of stand-| 
ardization of locomotive parts is| 


Last Minute News Flashes 


Texas Co. Will Hear More Agency Pitches 

New York, March 30—The Texas Co. will hear presentations from 
three or four more agencies before making a decision on realignment 
of its agency setup. Five agencies already have pitched for the account, 
which is shared now by Kudner Agency, Cunningham & Walsh and 
Erwin, Wasey & Co. (AA, Feb. 13). The winning agency, which will 
not be announced for several months, may get the entire account. 


Y&R Moves Nussbaum to West Germany 


New York, March 30— John Nussbaum, Young & Rubicam account 
executive on Time, has been appointed manager of Y&R’s recently 
opened office in West Germany. 


Wallace Names Grey to Succeed Biow Co. 


WALLINGFORD, ConNn., March 30—After staying with one agency for! 


10 years, R. Wallace & Sons Mfg. Co. has changed agencies twice in 
four months. The tableware maker has appointed Grey Advertising 


Agency to replace Biow Co. Biow succeeded Ellington & Co. last) 
November. Dan Rodgers, who was the Wallace account supervisor, | 


recently left Biow for Ted Bates & Co. 


Consolidated Keeps L&N on New Cigar Account 

New York, March 30—Consolidated Cigar Corp., which bought P. 
Lorillard Co.’s cigar business in January (AA, Jan. 23), has requested 
Lennen & Newell to continue as advertising agency for the former | 
Lorillard brands: Muriel cigars, retailing at 10¢, and Muriel Babies, 
Headline and Van Bibber cigars, retailing at 5¢. All advertising of the 
brands has been suspended, a company spokesman said. A program of 
market testing will be launched within a few months and results 
studied before a new advertising program is undertaken. 


Montgomery Ward Schedules Spots in 70 Markets 

Cuicaco, March 30—Starting April 2, Montgomery Ward & Co. will 
use 60-second tv film spots on Station WBKB here and on stations in 
about 70 other markets. Ward also is running a b&w page in the April 
issue of McCall’s and a color spread will appear in the April 9 issue 
of Life (AA, March 5). The current drive is Ward’s first in many 
years to advertise specific products. 


American Maize Moves to Arndt, Preston 

New York, March 30—Arndt, Preston, Chapin, Lamb & Keen, Phil- 
adelphia, has been named to handle advertising for American Maize- 
Products Co. starting April 1. Kenyon & Eckhardt resigned this ac- 
count, effective March 31. 


Matthews Joins Ogilvy: Dahlman Joins Revlon 

New York, March 30—William R. Dahlman, formerly a vp of Ogilvy, 
Benson & Mather, will join Revlon Inc. April 2 as manager of product 
promotion. Basil Matthews, formerly vp at Robert W. Orr & Associates, 
will join OB&M April 9. 


Hardy Is Named Ad Director of ‘Milwaukee Sentinel’ 


MILWAUKEE, March 30—Marshall B. Hardy, previously manager of 
the retail stores division of Hearst Advertising Service in Chicago, has 
been named advertising director of the Milwaukee Sentinel. He suc- 
ceeds Benn Kay, who becomes assistant to the publisher to counsel on 
advertising, promotion and special projects. 


Sinclair Drive Promotes National Park Maps 

New York, March 30—Sinclair Refining Co. opens its national parks 
road map distribution campaign April 10 with a 100-line ad each week 
for four weeks in 396 newspapers, announcing availability of the 
maps. Morey, Humm & Warwick Inc., New York, is handling. 


First Federal Names Manchester; Other Late News 


e First Federal Savings & Loan Assn. of Chicago has appointed Man- 
chester-Williams-Kreer, new Chicago agency, to handle its advertising. 
Campbell-Mithun formerly handled the $500,000 account. 


e Largest gain in magazine revenue and pages ever recorded was 
registered in January-February, when pages were up 7% and revenue 
jumped 13%, according to the Magazine Advertising Bureau. The MAB 
indicates 1956 may see ad revenue run over $700,000,000. In ’55 the 
record-breaking total was more than $650,000,000. 


e ABC Radio affiliates will be notified in a couple of weeks of the 
network’s plans for replacement fare for the much-ballyhooed “New 
Sounds.” Despite a huge promotion blast, ABC never was able to sell 
advertisers on this Monday-through-Friday nighttime schedule. Ex- 
cept for opening night spots by Buick, “New Sounds” has been sus- 
taining since its premiere last October. 


@ American Lumberman & Building Products Merchandiser has asked 
the Audit Bureau of Circulations to include an audit of unit coverage 
for publications in this field. This type of information is now being 
supplied by building material dealer publications on a non-audited 
basis. 


op institutional” program on GM 
as a diesel manufacturer. 


turning out to be marketable: The 
division can cheaply and easily put 
an improved new part into prac- 
tically anything built since 1935. | ® With Electro-Motive, at least, 
Kudner would seem eligible to 
share the credit for a minor mas- 
terpiece of education, market re- 


® Kudner’s association with Elec- 
tro-Motive started in 1937, when 
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BLOCKBUSTER—Shown here is the 

first page of Admiral Corp.’s six-~ 

page, full-color ad to appear in| 

the April 9 Life. Ranges, air con-| 

ditioners and freezers are also) 

pushed. Russel M. Seeds Co., Chi- 
cago, is the agency. 


P&G Tests New 
Jif Peanut Butter 


(Picture on Page 1) 

CINCINNATI, March 29—Procter 
& Gamble Co. is launching a new 
peanut butter, Jif, in two test mar- 
kets, through Leo Burnett Co., 
Chicago. 

The new spread, packed in 12 
and 18-o0z. jars, is on test in Wich- 
ita and Mobile, with both newspa- 
pers and tv being used. Newspaper | 


McCann's Chicago 
Employes Attend 
‘Briefing’ Session 


Cuicaco, March 27—The Chica- 
go staff of McCann-Erickson—146 
strong—took the afternoon off 
from their regular jobs yesterday. 

The occasion was a_ business 
meeting at the Sheraton-Black- 
stone Hotel, at which Peter G. 
Peterson, manager of the Chicago 
office of McCann, issued a prog- 
ress report, and also revealed some 
of the agency’s future plans. 

On the progress side, Mr. Peter- 
son predicted that the Chicago of- 
fice’s billings in °56 would exceed 
last year’s billings by about 33%. 
Not quite half of total billings are 
now in television, he said. 

He also pointed to the sales rec- 
ords of consumer goeds clients; 
the office handles nine consumer 
goods accounts, and six of them 
are Sales leaders in their respective 
fields, he said. The six: Swift & 
Co., Bell & Howell, International 
Harvester, Allied Van _ Lines, 
Brunswick-Balke-C ollender and 
Milnot Co. 


s Looking to the future, Mr. Pet- 
erson emphasized strongly the 
agency’s increasing expansion into 
the area of marketing. More and 
more will marketing become an 
important and integral part of the 
agency’s function, he told the Chi- 
cago McCann group. 

As a specific example of how 
the agency has been operating in 
this marketing area, he cited the 
case of Peter Pan peanut butter. 
McCann research on this product, 
he said, led to two changes: (1) an 


copy claims: “New from Procter &|entirely new package, which was 
Gamble” and employs a red and|much more convenient to use, and 
white checked toy elephant, wear-| (2) a change in the product itself, 


ing a jester’s cap. | 

Jif is packed in wide-mouth, re- 
usable, glass refrigerator jars, 
which the agency says represents 
the type of container preferred by 
most customers. 


® At the same time, P&G is pro- 
ceeding with test marketing of Big 
Top, another peanut butter, added 
last year when P&G acquired W. 
T. Young Food Co., Louisville. The 
Young division of P&G is testing 
Big Top but isn’t talking about 
where or how. The brand had been 
sold through food brokers before 
P&G got it. Its strongest market 
was in the Kentucky-Indiana- 
Ohio-Tennessee area, although it 
had distribution nationally except 
for New York, New England and 
the Pacific Northwest. 

Agency for Big Top is Compton 
Advertising, New York. 


Ridder Buys Both 
Pasadena Dailies 


PASADENA, CAL., March 29—Rid- 
der Publications Inc. has acquired 
both of this community’s daily 
newspapers—the Star-News and 
the Independent—at a price re- 
ported at over $4,000,000. The pur- 
chase brings the total number of 
newspapers owned by the Ridder 
family to 14. 

The Star-News, an evening pa- 
per, was purchased from W. F. 
Prisk and Mrs. Neva Prisk Pad- 
dock, 
morning paper, from Emer D. 
Bates & Associates. 


and the Independent, a/| _ 
hit an alltime high of $3.3 billions, 


which gave it a smoother texture. 


s Other areas, besides packaging 
and product changes, in which the 
agency has in recent months com- 
pleted studies and made recom- 
mendations to clients, include dis- 
tributive methods, sales incentives, 
dealer performance and dealer in- 
centives. 

Mr. Peterson also discussed 
plans for a marketing letter cover- 
ing new developments in the field, 
which will be sent to advertisers 
and agencies. 

A contingent of top brass from 
McCann-Erickson’s New York 
headquarters, headed by Marion 
Harper Jr., Emerson Foote, and 
Robert Healy, attended the meet- 
ing. A similar meeting is planned 
for the 1,100 members of the 
agency’s New York office. 


Sears Ad Budget 
in ‘56 May Exceed 
‘55’s $100,000,000 


Cuicaco, March 29—Edward 
Gudeman Jr., vp in charge of 
merchandising, Sears, Roebuck & 
Co., yesterday predicted that the 
company’s advertising expendi- 
tures this year probably would ex- 
ceed the $100,000,000 invested by 
Sears in 1955. 

Sears usually allocates about 2% 
of sales for advertising, he said, 
and current sales this year are 
running ahead of last year—even, 
with one or two exceptions, in 
farming areas. 

The company’s net sales in 1955 


an 11.5% increase over 1954 net 


General Motors decided to go into 
the diesel business “in earnest.” 
Five years earlier it had bought 
Electro-Motive Co., a marketer of 
gasoline-powered rail cars. 

GM had two other diesel “baby 
divisions”—Cleveland Diesel and 
Detroit diesel. It put the three to- 
gether, along with Allison airplane 
engines, into an engines group, 
sought an agency for the whole 
group (Kudner) and began a “co- 


search and circumspect advertising 
and public relations in a field 
where sentinzental attachment to 
the “iron horse” was no small fac- 
tor. 

By the end of World War II the 
four engine divisions had become 
too big for their group. They were 


separated and each got its own ad- 
vertising and pr department. Kud-| 
ner, however, retained all four ac-| 
counts, and still has them. | 


The daily editions of the two|Sales of $2.9 billion. The net in- 
newspapers will continue to be|come after taxes for 1955 reached 
published separately, but the Sun- | $158,766,665—a 12.3% increase 
day editions will be combined, the | over the 1954 net of $141,343,003. 
Ridder interests said. 

Bernard J. Ridder will leave his Keelor & Stites Elects Nolan 
post as editor and publisher of the) John T. Nolan Jr. has been elect- 
New York Journal of Commerce |ed president of Keelor & Stites Co., 
to take over as publisher of the! Cincinnati agency. Mr. Nolan, exec 
two newspapers. He will be suc- vp since 1951, succeeds Philip R. 
ceeded at the Journal of Commerce | Hume, who has been named chair- 
by Eric Ridder. |man of the board. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


IF YOU ARE A PROFESSIONAL 

PRINTING SALESMAN -~ - - - 
a seasoned veteran with thorough knowl- 
edge of letterpress and offset printing— 
color plate making, advertising art, adver- 
tising and sales promotion principles and 
practices - -~ I YOU HAVE BEEN 
SELLING AT LEAST $150,000 WORTH OF 
PRINTING A YEAR AND PART OF 
YOUR SALES HAVE BEEN TO NEW AC- 
COUNTS - - - - AND YOU WANT TO 
MAKE A CHANGE NOW! if you'd like to 
represent a 70 year old, AAl mid west 
printer and lithographer with a complete 
graphic arts service ‘including a 14 man 
art staff, a completely air conditioned col- 
or plate making department; 


imprinting and drop shipping services; 
and a secret sales tool which only a few 


printers in the world possess—if you think , 


a firm with a reputation for fair dealing, | 
top quality color printing and a list of) 
customers 
west's biggest users of color printing 
would help you develop new business— | 
SELL MORE AND MAKE MORE—it 
might pay you to get in touch with us. 
Box 8303, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois | 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago | 
ASPIRING COPYWRITER | 
Expanding 20-man Chicago advertising 
service seeks ambitious young male copy- 
writer to help create merchandising ideas 
and write ads, brochures, direct mail, etc. 
If you're unafraid of work and seek 
growth possibilities, send resume, photo 
and salary requirements. 
Box 8305, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING REPRESENTATIVE 
Chicago and Midwest territory—for a na- 
tional food trade publication. Excellent 
opportunity for a hard hitting salesman 
who knows how to sell space to national 
advertisers and their agencies. Write full 
details, giving experience and references. 
Box 8302, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


a modern | 
composing room; a pamphiet bindery with | 


including some of the mid-j} 


A-1 COPY WRITER 
FOR ADVERTISING AGENCY 
Are you that young copy man now with 
a conveyor manufacturer or with an ad- 
vertising agency handling the account of 
a conveyor manufacturer who feels he is 
“blocked” in his present position? If you 
are versatile enough to write trade paper 


copy that gets. thoroughly read and indus- | 


trious enough to turn out catalog pages 
quickly, you will find a great opportunity 
in this well established, fast moving 
Southern Ohio agency with a balanced list 
| of industrial and consumer clients. Write 
full details in confidence. 
Box 8304, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


JOB MARKET 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3 4404 
Bankers Bidg. Chicago 3. 
ADVERTISING MANAGER 

Young man with agency experience for 
Advertising Manager by a canned food 
manufacturer. Excellent opportunity to 


| advance for the right party. Give full par- 
br. Fine, Fast, Fairly Priced Photography 


ticulars in first letter. 
Otoe Food Products Co., Nebr. City, Ne 


Opportunity For 
ADVERTISING 
ARTIST 


Experienced, willing worker can 
grow, gain security as additional 
member of art staff in long estab- 


lished, progressive agency. Must 
be meticulous on key line, paste 
up and finished art; layout, letter- 
ing and creative ability desirable. 
Send samples of work, detailed 
resume’ to: N. A. Winter Adver- 
tising Agency, 12th Floor Para- 
mount Bldg., Des Moines, Iowa. 


A national financial month 


quirements. All letters will 


Box 883 
200 E. Illinois St. 


ADVERTISING 


excellent opportunity for young space representative 
in the New York area. For an interview, give complete 
business and personal details, including salary re- 


ADVERTISING AGE 


SALESMAN 
ly—leader in its field—has 


be held in strict confidence. 


Chicago 11, Illinois 


organization several Group 


@ They must be capable of 
and producing sound ad 


the merit of their plans. 


In our organization these 


specialists. 


tact domination. 


can contribute as much as 
hope, if older. 


Liberal salaries, bonus, 


to A. E. Tatham. 


UNUSUAL OPPORTUNITY FOR 
GROUP CREATIVE DIRECTORS 


To staff our rapidly growing agency for present per- 
formance and future growth, we wish to add to our 


The people we seek may be men or women. They 
may be presently classified as copy writers, or commer- 
cial writers, or art directors. To fit our need they must 
have three basic qualifications. 


@ They must be outstanding advertising craftsmen. 


@ They must be responsible people capable of judging 


by outstanding merchandising, research, and media 


They will work in an atmosphere of creative free- 
dom with strong contact leadership, but without con- 


They are probably in their thirties or early forties. 
It is not likely that we will find sufficiently developed 
people at younger ages, and it is doubtful that they 


opportunity to earn a share in ownership without cap- 
ital investment are all a part of the opportunity. 


Please address reply with outline of qualifications 


TATHAM-LAIRD, INC. 
54 East Jackson Boulevard « Chicago 4, Illinois 


Creative Directors. 


analyzing selling problems 
vertising solutions. 


people will be supported 


we hope, for as long as we 


profit sharing, and the 


HELP WANTED 


POSITIONS WANTED 


Advertising Age, April 2, 1956 


REPRESENTATIVES AVAILABLE 


SALESMAN - large speciality and 
“straight” printing house, N.Y. has open- 
ing for experienced man with following. 
Unusual oportunity for advancement. | 
Box 8306, ADVERTISING AGE ‘ 
480 Lexington Ave. New York 17, N.Y. 


ADVERTISING SALES PROMOTION 
Knows Graphic Arts, type, layout, art, 
copy, sales aids. Creative ability. Exp. 
with house organs, sales contests. Age 27. 

Box 8311, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


IDEA MAN - speci: ity printer seeks man 
with ad agency and/or merchandising 
background to create and promote new 
lines. Opportunities unlimited. Salary. | 
Box 8307, ADVERTISING AGE | 
480 Lexington Ave. New York 17, N.Y. 
BARNARD’S -—- NATIONWIDE 


| 
Adv. 
Wa 2-2306 
ASST. RADIO, TV, FIRM PRODUCER 
Five yrs. excellent agency background. | 
Young woman with man’s work-ability. 
Box 8308, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois | 
POSITIONS WANTED 

COPYWRITER | 

Seeks position with Chgo. agcy. which | 

needs highly creative writer. Dramatic | 


Chicago 


| visual sense. Initiator of ideas. Can ana- 


| 


| 
| 


lyze copy problems and develop sound 
original approaches. Versatile. Strong sell 
or high style copy. 4% yrs. exp., 4A agcy. 
All media. Consumer, trade, industrial. 
Age. 28. Box 8309, Advertising Age. 

200 E. Illinois St., Chicago 11, Illinois 
NEW YORK SALES ASSISTANT 
Wanted by leading international advertis- 
ing medium. Please state advertising sell- 

ing experience. 
Box 8310, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


pics 


Photographers 
DEARBORN 2-1062 
187 N. LASALLE, CHICAGO 1LLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


AAAA VICE PRESIDENT, GEN. MGR. 


CREATIVE DIRECTOR AVAILABLE 


Broad experience account supervision, 
planning, new business; agency manage- 
ment and operation. Outstanding idea— 
and copythinker. Merchandiser. Moderate 
five figure salary, profit sharing, 
ownership required. 
Box 877 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Illinois 


COPYWRITER - Convincing direct mail 


writer. Sound sales promo. ability. Prod. 
Layout. Ind’l. and merch’g. exp. 
Box 8312, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
3 STAR CREATIVE MAN 
WITH EXECUTIVE ABILITY 
Desires position with agricultural or in- 
dustrial manufacturer’s advertising de- 
partment. Top level layout, illustration, 
production. 15 years exp. with agency and 
manufacturers in farm field. Knows all 
phases of art, advertising promotion and 


| production. Can read blue prints. Quali- 


fied for creative director or advertising 
manager. Last position with firm doing 
$150 million business annually. 
Box 8313, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING EXEC. WITH 2 HEADS 
Coordinates agency level creative thinking 
with front-line company advertising and 
merchandising know-how. Backstopped 
by 10 years experience as agency-planner- 
writer and industrial mgr. in all phases 
sales promotion. Now heads own N.Y. 
agency, seeks wider horizons in industry 
or agency. 
Box 8314, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
V.LP.'s 
me, public relations director of a multi- 
million dollar brand name firm, the best 
in this industry. I earned my way to a 
degree firing furnaces and have been fired 


up ever since. At 34 my background in- | 


cludes newspaper editorial, freelance writ- 
ing, retail selling, sales promotion, adver- 
tising and merchandising as well as p.r. 
Box 8293, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


‘you'll know them!) have called | 


Wonderful Opportunity For 
ACCOUNT EXECUTIVE 
and COPYWRITER 
With Feed Experience 


Unusual future as key member of 
client service team with increas- 
ing earnings in profit sharing 
incentive plan. Must know feeds 
and feed merchandising. Send 
samples, picture and complete 
personal resume. N.A. Winter 
Advertising Agency, 12th Floor, 
Paramount Bldg., Des Moines, 
Iowa. ‘ 


FREE LANCE 


After 18 years as head of my own medium- 
size 4-A (Ohio) agency, family problems 
will soon require my semi-retirement, to 
farm. I need free-lance clients to replace 
income I will lose as a result. I have had 
successful experience in foods, drugs, au- 
tomotive, toys and soft goods. Also heavy 
public re‘ations, including political, and 
some industrial. I can provide imaginative. 
practical selling ideas and campaigns 
based on current knowledge of competi- 
tive conditions and on sound marketing 


principles. Agencies neeeding new busi- 
ness approaches will find me a prolific 
source of ideas. I will work on either 
monthly retainer or per-job basis. Quo- 
tations furnished. Strictly confidential! re- 
lationship. Fast service 

Advertising Age 


Box 874 
200 E. Illinois St., Chicago 11, Illinois 


TOP OPPORTUNITIES 
Immediate Openings 

MARKET RESEARCH DIR. ...... $ 
ADV. SALES PROMOTION MGR.. 
TV-RADIO COPYWRITERS 
ACCOUNT EXECUTIVES to 

Foods, Farm Equipt., 

Chemical, background 
TECHNICAL WRITERS 

Vv. MGRS 


EDITORS & EDITORIAL ASSTS. ..$ 5-8,000 
COPYWRITERS 6-12,000 
and many, many more 

Contact me in complete 
ART SNYDER 
CADILLAC EMPLOYMENT, AGENCY, INC. 
220 So. State Street Chicago, 1. 


CLEVELAND TERRITORY Established 
representative with Cleveland office. 
Want good industrial book to represent in 
Eastern Penna., N.Y., Ohio and Mich. Can 
provide thorough coverage and production 
in this territory. Ten years active travel 
and production in area. Previous record 
will bear closest investigation. 

Box 8315, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

BUSINESS OPPORTUNITIES 
Trade Magazine Wanted: We are inter- 
ested in a trade magazine now operating 
profitably with gross of approximately 
$250,000. Please send copies and details. 

Box 8077, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

Amazing suburban business! 

Test it in Sanders ABC 3 
Geneseo, N.Y. 


MISCELLANEOUS 

YOUR PRODUCT placed on National & 
| Los Angeles Giveaway Shows at low cost. 
| We also arrange film star endorsements. 
Write Roberts & Gail, 5880 Hollywood 
Bivd., Hollywood 28, Calif. 
GAGS for cartoonists, house organ edi- 
tors, speakers. Middle West's most com- 
prehensive file, individualized for your 
| specified needs. Send card to Elrick, 41 
East Oak, Chicago. 

FOR WRITING THAT SELLS! 

Box 8316, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

FOR WRITING THAT SELLS! 


PUBLICITY—PUBLIC RELATIONS 


Large insurance firm needs top-flight 
man to organize and head publicity 
function. Newspaper experience es- 
sential; radio or TV contacts helpful. 
Some industry experience would be 
a plus. 
Job requires writing talent and 
know-how for press relations, com- 
munity and employee relations, spe- 
cial event handling. 
Location: Out of big city crush in 
pleasant. medium-sized community, 
two hours by train from Chicago. 
Send complete resume, photo and 
salary requirements to: 

Box 885 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING EXECUTIVE 
Outstanding opportunity for a 
thoroughiy experienced mye 
executive. Must be highly quali 
to direct all advertising and sales 
promotion activities for a large mid- 
west manufacturing company which 
is a leader in the automotive after- 
market parts industry. Wide variety 
of responsibilities—offers real chal- 
lenge and unlimited opportunity to 
man with leadership, talent and cre- 
ative ability. 

Must have background of experi- 
ence in the automotive field with 
record of successful accomplishments. 

Write giving age, marital status, 
education, complete experience and 
salary a 

Box ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Advertising Agency 
for SALE 


This is an excellent opportunity 
for a New York agency to open 
a branch office in Philadelphia 
or for a Philadelphia agency to 
expand its present billing. 

The billings of this medium sized 
agency is in the high six figures 
in national accounts only . . . and 
it is financially sound and fully 
staffed. The owner will remain 
with the company until all ac- 
counts become integrated with 
the new ownership. 

Only agencies or individuals 
with adequate capital will be 
considered. Write to Box 880, 


ADVERTISING AGE, 480 Lex- 
ington Ave., New York 17, N. Y. 


YOUNG WOMAN 
to handle publicity, promotion, pub- 
lic relations—call it what you will— 
there is an interesting job for a girl 
with some background in this teld, 
a flair for writing and some research 
know-how. We're already well 
known, but we'd like to be better 
known in the trade, and to have our 
shows better merchandised with our 
good advertising clients plus radio 
and television stations. This is a full 
time, permanent job for a dynamic 
gal. Are you the one? Sell yourself 
in a letter, also give us some idea of 
your salary requirements. Write 
Walter Schwimmer Company, 75 
East Wacker Drive, Chicago 1, Ill 


TOP SALESMAN 
Incorporated business interest of- 
fered to top Salesman or Admin- 
istrative Executive of Advertising 
Arts, Photography and Engraving 
Company—without investment. 

Box 884 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


. covers 


“* 


565 Fifth 


JUST OFF THE PRESS! 
DUNHILL’S 1956 MAILING LIST CATALOG 
FREE to Users of Direct Mail 


Use this LIST CATALOG to locate your poten- 
tial prospects . . . over 3,000 different mailing 
lists conveniently arranged for easy selection 


sections of the country, plus a huge mail order 
section listing hundreds of tested money-mak- 
ing lists of actual mail order buyers of mer- 
chandise, services and publications. 


Write on Business Letterhead for FREE Copy 
DUNHILL INT’L LIST CO., INC. 


55 E. Washington St., Chicago 


all industries, all professions, all 


Ave., New York—Plaza 3-0833 
Dearborn 2-0580 


BUSINESS PAPER SPACE SALESMAN 


Quality publication in business manage- 
ment field is looking for engestenees New 
xork advertising salesman. Excellent sales 
potential for individual capable of inde- 
ae — operation and creative selling 
‘or interview, give complete details in 
first letter. 

AMERICAN BUSINESS, Dartnell Publi- 
cations, Inc. 4660 Ravenswood Avenue, 
Chicago 40, Illinois. 


Here is an opportunity for an 
aggressive creative writer who 
can carry the ball from presen- 
tation to final writing—motion 

ictures — slidefilms — TV. 

eadquarters in Chicago, but 
some travel may be involved— 
incentive plan and a very in- 
teresting opening for the right 
man. Give complete résumé 
and an idea as to earnings re- 
quired. You can be certain of 
absolute confidence in reply- 
ing. 


Box 882, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


DOUG SMITH, INC. 


J 


A complete placement service 
of Ad men, for Ad men... by an Ad mat 


who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 


FRanklin 2-3280 
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ot ‘ / | “If you want to go over, you'll 
x PRODUCTION MAN Why 371 U.S. manufacturers Despite Rules, rave to get a form and fill it out 
in Young man with three or more years’ : ‘ \like everybody else,” he advised. 
an experience to e over production ood 
on and traffic functions for rapidly ex- || in Puerto Rico : 4 _When he underst : that all that 
el panding advertising department of onaco ltes ef was desired was information on 
rd company R31} world Meter in its , 'who was in charge of _set- 

e lu nding employee nefit | las P 

program, excellent working condi- now en 8) 100% tax freedom | |ting up specifications for broad- 
* tions. "Will relocate at our expense to Lots of S onsors least sponsorship, Mr. Palmaro’s 
— nois com- 
=a — a resume and salary re- p Sa a b 
e- quirements to: “Oh, that Peter Pan business. 
ng Box 886 ADVERTISING AGE Continued 3 . i i 
ly 200 E. Illinois St., Chicago 11, Illinois (Continued from Page 3) I've more important things to do 

| Governor Muiioz tells WHY Beardsley Rum tells HOW who is on leave as International than talk about that. Sorry.” The 
5 PROPER REPRESENTATION J News Service European general’ phone was full of dead air. 
al — [RE hi satel ype Pe Ri a oom pun ve | “vat eu pata Pr Ri do at —s a manager to help handle press re- 

We : | Tass cae ee trmamtete treme strand seth at Senet teen lations for the wedding, was men-|# Peter Pan, for its part, was do- 
= LYONS, sens tt pre ort ny coh on appr spp | Part Ren bso Cg ad et Fed mee tioned, but it was pointed out that|ing plenty of talking. “Now you 
= wantuieinedeaes te pprcaegunenatnebere “ied he is already in Monaco. (Mr. can buy a brassiere and hear Grace 
& sb them: hemscives a by the: ituti H ’ ry 
t. | eae ea tet te sh Pretec.ed by Two Constitutions Smith’s biggest problems so far Kelly murmur, ‘I do’ at practically 
i's. That 1s precisely why we are gong all out to attract every mew plant we possibly can ‘Your business 1s not amy protected by the Commonweal Consituton it perma have had nothing to do with broad- the same moment ” the com any’s 
»d But. even counting our prevent rate of industrial etpantion. we are still prowsding only nently guarded by all rhe guarantees of the U $ Courts and Comutution. too. As for ms sf ’ : p - 
i coverace \] | FMM iid Seumgpentsdahtinamenehteatianaemeeieteayooamtommnents casting. He has been trying to get press agent enthused in a March 
r mince tempt anny ae the prince to relent and let a few 26 release. 

- a Se et peta corte EE Pe journalists in for the religious cer-| The company is installing 7,000 
41 Gf caeady cde tenon Wo eal sob unr ot aden to wage emonies on a pool basis. The S. S., white portable radios decorated 
a me es ee nist Cn rescinded an order|with red hearts in the bra 
ndustria ‘ower, cago , Let me desnde our bec problem in move detail * ae con inin j ; - : . : 
White goods mfr. exp. $15,000 Gen tictin 3s ae me ee “ a — and girdle departments in stores 
Heavy food exp., west coast  $12M 2S p e Atlantic with | throughout the country in time for 
io Other openings for intermediate | Serre Aree atom Re te 0 peta, pny te cn os to ood 2s the Kelly party after the offended its April 17, 18 and 19 broadcasts 
4 copywriters over U.S.A. $5-$10M oy wees ‘paced beep ease eens eaw dnt ta eapepoe reporters burned up the presses | on ABC. 
GLADER CORPORATION |) S=28=——"= == Mow you gin (rom # new plant in Puro Ric | With Rar eile etitef vanes AA|® The manufacturer expects a 
“The A 'sA oe | 5 1. A hemor sone. Local tax concessions, tree- 30 eeeam lines and # wirlines San Doan, the | “ : 
Stanley D Kock, Dieade Div. || ,._.. Ow S#etien | (‘| SESEEEESS SEISSSASS called John Edward Sheridan, the | “captive audience of at least 250,- 
110 S. Dearborn CE 6-5353 Chicago || Samer SSeS ie | Dee Secs: ‘Philadelphia lawyer who a couple | 000 women in this romantic, fem- 
| Mowe wage (0 create» bemer mandard of bang, program. A drop te te ccome te er 2 dient, fete. Porno Rincvhher | MS 
ence ot ore panning ow major hope om our US. ccmmemy, Bet te Porte fowce totabs 644.000 The Commonsesith oper 6 “Chose te Paradies ~ “The clumane « probably 
jw ~ — eae — >a Wear Daily and the Daily News| Furthermore: “Peter Pan com- 
ADVERTISING MANAGER | Jnopcaapcats ‘estates | caoenecn mer Sees = | Pecoed cantionin 7 i |mercials during the event will be 
Ground floor rtunity forex- |) =30ScSctss ssc | Sas t See . aes 
roun ppv be na Se ere rere” | ee ae ae 2 we rots ene strictly institutional. But not so the 
erienced ad manager 30-40 age ||  Srectncape nesta “cemtecmrpamenies | eT senmtemaee Anton Gayla? and retailers against using the y - : 
bracket capable of assuming com- || (222TRS=""" sass": Nem ate eg cmp at ps names of Grace Kelly, her prince |Special store displays. They wil! 
ylete responsibility for estab- Laasaaee noma | SS ‘or their seals without authoriza- | feature Peter Pan’s sweater-filling 
ished national merchandising =a oneteceees | a — ti Hidden Treasure and 7-11 bras and 
program. Experience in building a ee a | = 
products field helpful but not nec- i i —— | Two-Hue, Light Fantastic and Lit- 
ary for right —~ cows Lweewmemens Seas | Saag ka ee IMPORTANT! Our ‘= Mr. Sheridan, attorney for the|tle Egypt nylon girdles.” 
rm—growing responsibilities for | pene es rota ar ma industrial representative | bride-to- h 
sales minded ad man. Send photo, Bootstrap Underway =I T S| now in CHICAGO me ae a, See Maercklein-Nelson Moves 
resume and sal oe pomsirements. ee ee | warning at any attempt to com- Maercklein-Nelson Advertising 
Box 876 _ RTISING AGE et tr ie a a. |mercialize the wedding “would be A Mil og dt 
200 E. fllinors St., Chicago 11, Ill. ert teattaes SS itech tel eed =< | suppressed. ” But he indicated that age i mee — ete o 
Saaseasces passsegearss | ssorececepes | esses: broadcasting was not in his juris-|"®W O*Ces @ ——— 
REWARD awe Koken eee eee | Thm OE 7 ean diction. 
Let nationally known sales builder ee Pi < a E ae (One specialty store Neiman- — 
: no “ae Ng a cane 4 Marcus of Dallas, which is furnish 
: vocknae. teecialist — cles Guano TAX PARADISE—The Commonwealth of Puerto Rico has resumed ad- d 
petitive problems. Small companies ertising to lur: industrial plants to the island. The schedule calis |S, ‘he bright yellow organdy_an | 
preferred. Fee or percentage. Free ae a Frees SS ONS CONS, SHS SNESUIS CS taffeta gowns for bridesmaids and 
200 E Illinois St. Chicago 11, Til. spreads in seven magazines, variable space in about a dozen busi- | limelight. On Monday it aX) 
ness papers, and a $50,000 direct mail program—all to run through |the colors and descriptions of the 
DIRECT MAIL SPECIALIST June. This seven-column ad appeared in the Chicago Sunday Tri- | dresses.) 
AVAILABLE N. Y. AREA bune March 25. Ogilvy, Benson & Mather is the agency. Still seeking the voice of author- | & U Z Z LE D ? 
Direct advertising consultant with an en- ity, a next called = | 
viable reco: ens = aro, onaco’s consul genera 
mail order and promotion literature . : : | 
sincere acre Se | Puerto Rico Resumes Plant-Lure Ads; tse: in'tse weck'wnen the vew ) Need information 
and industrials. ‘Monthly retainer basis York Herald Tribune queried him b 
oo EEE nx. || : . », |about reports that tv and movie | @bout business papers 
mpaign roug tin ew Units |2wsree! programs will be limited | 
to two minutes of wedding film, 


serving any given 


WE NOW NEED he said: “Companies which will | 


BIRCH Continued from Page 3) | usual thing about the current ad- ; 
“ Copy Chiet Food Bkgd. $12,000 ( g not observe our rules will get no industrial market? 
Executive 


Technical Editor $ 8,000 | | Mail program, with about 12 mail-| | vertising is that it uses very long) ;; Bas 
Space Sales $10,000 | |ings to specific industries. The | \copy. It is pointed, he says, di- os mae ie aan it Get i ‘ : 
Placement seer tape $7,000 1 | media budget is $240,000 for ad/rectly at manufacturers who are olators will be liable to suits.” | et it the quick, easy, in- 
9 f mantton suite yar | | Space in the remainder of the fis-| prospects—a small group of ex- expensive way in IM’s 556- 

Counselors CEenel +5670 J |cal year, which ends in July. |panding manufacturers interested|™ when AA telephoned, Mr. Palm- || page Annual Market Data 
& Directory Number, June 


A Puerto Rican government| in opening a branch in the island. aro at first thought this newspa- 
25th, by placing year’s trial 


survey just released reports that | The object of the copy is to give) ner was trying to join the horde of 


OPPORTUNITY ny ee an ott feed ncs lete a story as possible} pyblications sending reporters to 
monwealth for industrial develop- | and to do a screening job. cover Monaco’s news first hand. order now for only $3. 
f ment has yielded $12.10 in income. ; 
or : _ | @ New industries attracted to the Market Data Number = 
Sales and Advertisin ® The study shows that industri-|isjand in the past year have been '{ cludes basic information 
g alization efforts from 1949 through | jargely of three types—electronics, for more than 2500 Busi- 
Assistant 1955 cost Puerto Rico $14,278,000, | |plastics and metal working. alii Papers! alent ai 
but yielded total income of $166,-| Among some of the larger com- é ° 
Young man, 25-35, for sales and 311,000. . panies that established plants in cording to market served. 
advertising department of lead- Since '49, according to the sur-| puerto Rico in 1955 were: Beaunit Circulation, space rates, 
ing national organization located vey, 371 U. S. manufacturers have} wills, Carborundum Co., Inter- closing dates, page size 
mid-west, producing packaged and started new or branch operations| national Latex Corp., and Sun- 4 ptt 
feed additive products for the poul- in Puerto Rico. Island income|peam Corp. Last month, the even name of each editor! 
try industry. Ag school training |) from mainland-affiliated industry | Trumbull components division of Only publication of its 


kind in the world! 


Mail Coupon Today 


INDUSTRIAL MARKETING 


ie Lotions ae a has climbed from $12,418,000 in| General Electric Co. opened a new 
flair for copy, ability to analyze, fiscal 1950-51 to $53,524,000 in| plant on the island. 

plan, handle detail all phases of 1954-55. During the same period, Ogilvy, Benson & Mather is 
marketing, sales, advertising essen- promotional costs have increased | handling the commonwealth’s ad- 
tial. Send complete, personal data, || jess sharply, from $2,311,000 to $3,-| vertising. 

background experience, salary re- |) 934.000. Regular advertising was 
quiced and cael phate tes not started until 1954. 


Box 879 ADVERTISING AGE Heublein Starts New Ad 200 E. Illinois St., Chicago 11 
mas ; Mr. MacMillan believes the un- 

SOE. ewe, eee Series for Mixed Cocktails C ONSOLIDATED ) Enter my year’s trial for $3. 

C. F. Heublein & Bros., New My money back any time I’m 


SALES PROMOTION York, is starting a new ad series TAKES THE PULSE of the not satisfied 

EXPERT this month aimed at creating pe eyed The beat m ee : 
’ ¥ further acceptance of its ready-to- ms wee = AN sant ma ail dail NAME 
in DIRECT TO CONSUMER SELLING wanted by this fast growing serve cocktails “among sophisti- and over 6000 weekly English ” 


La Grange, Ii. company. You will be in on the ground floor and can cated people.” The full-color pages language newspapers fer per- COMPANY 
grow right along with us to a big future. will feature personalities of stage, sons and establishments whose . 
We prefer someone, man or woman, who has experience in the Nutri- screen and radio. The campaign names cre a Blue Rock of Who STREET 
tion field, good ideas, and is capable of writing and producing sales will kick off in the April 9 Life and and What. “et us serve YOU. 1) cory - 
stimulators. Ours is a friendly company and if you qualify you'll be April 14 New Yorker. 
happy with us. The ads, with unusual combina- | STATE____ 
Write and tell us what experience you have had in the last 5 years that tions of vivid colors, are created by | (MUL AUTEN ATED pid puREAUS (C) $3 enclosed [) Bill firm [) Bill me 
would benefit our company. Lawrence C. Gumbinner Advertis- | }Xi>lRNIANEeES , eter. 02 
ing Agency, and are part of the CHICAGO 5, ILLHNOIS 


ec Box 878 ADVERTISING se a ais current Heublein $500,000 cam- 
200 E. Illinois St. cago 11, Illinois paign for its cocktails and cordials. 


170 FIFTH AVENUE, NEW YORK 10. N. Y. 
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Suspect...or Prospect? 


On the left there, that’s Floater Jack. Drifts from one thing to another (often 
flat on his back) and never quite gets his head above water. 

Funny thing is, you’ll find him down in the books as a “farmer.” In some books, 
that is. 


Not ours. We figure, why pad the list with suspects when we know where the 
prospects are—men like Canny Fred on his new tractor—the big commercial 
farmers of the great Midwest. We put 91% of our entire 1,440,000 circulation 
a 


right here, in the richest farm country on earth. Capper Country! vmer 


Matter of fact, it’s just too darn costly to go after the likes of Floater Jack. Topeka Kansas 
Why, for the cost of rounding up his kind to hear your story—and this for a 
few months, mind—you can talk to the real prospects all year long! 
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